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The Rich, Rural Market: 
What farm buying power 
means to television 
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now Basic CBS Television Network 


Maximum power— 316,000 watts ERP — with 
greater Grade-A coverage than any other 
Cleveland station. 












SIORD 
a Storer Station— which /¢/g@d>\? 
means the finest in * 4 > 
programming and service. \@qy0 


It’s a triple combination you can’t beat 
for selling results in the 4 billion dollar 
Greater Cleveland market! 


WXEL &:: 
Cleveland 


Represented nationally by the Katz Agency 
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New Business Getter 
the RCA TV Switcher TS-5A 
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adds fades, lap-dissolves, aor 
super-positions to spice-up \ W 
your commercials 





A MUST FOR YOUR TC-4A! 


RCA’s new TS-5A Video Switcher will give 
increased flexibility to your programming. 
If yours is a “Basic Buy” switching layout, 
where video control functions are centered 
around the TC-4A Audio/Video Switching 
Console, the TS-5A will supplement your 
present equipment, greatly enhance the versa- 
tility of your station, give new spontaneity to 
your commercials. 
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5 EXTRA INPUTS PLUS REHEARSAL” 
FOR YOUR TS-10A! 





If your station already includes the TS-10A 
Studio Switcher and you need to provide for 
more inputs and rehearsal facilities—the TS-5A 
Switcher is the ideal answer. A typical arrange- 


The RCA TS-5A Video Switcher is a flexible two-unit ment of these two equipments will provide for 
independent studio rehearsal plus 5 extra inputs. 


equipment designed to mount in a single standard console 
housing. The push-button and fader panel may be located 
as illustrated or in the upper face of the console. The 
TS-5A is designed for color use as well as for monochrome. 


HANDY AS AN INDEPENDENT SWITCHER ! 


The TS-5A also may be used for independent 


You are invited to ask your RCA Broadcast Sales Repre- switching systems where maximum program 
sentative concerning the application of the TS-5A to your flexibility and economy are desired. The TS-5A 

fi . ts ‘te Devt. 0-278 RCA Engi can be conveniently mounted in a standard 
speci c requiremen ' » OF wri ept. U- ngi- console housing adjacent to other console con- 
neering Products Division, Camden, N. J. trol units. 


RCA Pioneered and Developed Compatible Color Television 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DIVISION CAMDEN, N. J. 
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The Best 
SEAT 


In The House 





The best seat in the house is reserved for those who watch full length 
movies on television. In the Northern California market, the best of these 
films are shown on KRON-TV. 


That's right— KRON-TV has long been the leader with the BEST of 
the FIRST RUN movies available. And there's plenty more in store because 
smart film buying requires know-how that improves with use. 


There you have just one more reason why KRON-TV is the leader 
among television stations in the Northern California market . . . and 
one more reason why your sales message on KRON-TV will reach the 
people you want to talk to. 








AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 











No. 2 in the series, “What Every Time Buyer Should Know About KRON-TV” 


Represented Nationally by Free & Peters, Inc. 
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Letter from the Publisher 


In the News 


TELEVISION AGE has been making news. 

Some 19 newspapers across the country quoted from articles 
in the January issue which was devoted to color tv. These papers 
included The New York Times, Herald Tribune, World Tele- 
gram and Sun, the Chicago Daily News, Washington Post, Cleve- 
land Press and others. The Business News Letter of This Week 
Magazine used excerpts from Howard Ketcham’s article on 
packaging for color tv. 

Quotes from our February issue were picked up by some 
18 newspapers and 4 trade papers in other fields. 


A New Frontier 


The fabulous farm market in a sense represents a new 
frontier for television. (See story on page 39.) In the past year 
the rural set penetration has increased from 30 to 50 per cent. 
More programs are being beamed for farm viewing at the same 
time more farm accounts are going into tv. While the farm viewing 
habits are not radically different from urban, studies so far have 
shown that there are more hours of viewing on the farm than in 
the city. 

The farmer is an important prospect because he not only 
uses the same products as the urban consumer—food, drugs, 
toiletries, etc——but he also uses products for the business of 
farming. Television, therefore, has an important market with a 
potential that is virtually untapped in the $38 billion per year 
income of the American farmer. 


Spotlight on Magnuson 


The most important person in television today is probably 
Senator Warren G. Magnuson (D., Wash.) former prosecuting 
attorney of King County, Washington, former Lieutenant Com- 
mander in the Pacific fleet and now chairman of the Senate sub- 
committee of the Interstate and Foreign Commerce Committee 
which is investigating tv and the networks. 

Senator Magnuson’s exclusive interview on page 44 con- 
tains some candid and interesting observations by the man who is 
going to be calling the investigating shots. The interview indicates 
the wide scope of the Senator’s interests. The investigation may 
very well be one of those grass fires which can wind up in a full 
scale probe of the entire tv industry. 


Cordially, 


Ay Aut 
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NBC * CBS * DUMONT 
LANCASTER, PA. 
Superpowered WGAL-TV 


covers a rich area where 
three million people have 
an effective buying income 
of $5 billion, spend $3 bil- 
lion each year. Sell your 
product on WGAL-TV, 
the one station that 
reaches this vast market. 


The Channel 8 Mighty Market Place 






Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
} Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 

STEINMAN 

STATION 






\N 


000 watts 





EEKER TV, Inc. 
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Clair McCollough, Pres. 


SAN FRANCISCO © 
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Local as a Palm Tree... 


You won't find palm trees in Detroit 


— or steel mills in Miami. Every market has local characteristics 









that distinguish it from all others. Storer stations 
are completely integrated into the communities 
they serve. They are part of the 
local way of living, the local way of buying. _ 
5 A Storer s nis a local station. | 
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NATIONAL SALES HEADQUARTERS: 
TOM HARKER, V. P., National Sales Director 
118 E. 57th St., New York 22, Eldorado 5-7690 «* 





BOB WOOD, Midwest National Sales Mgr. 
230 N. Michigan Ave., Chicago 1, Franklin 2-6498 




















“YOU'D THINK AT HER AGE SHE’D BE INTERESTED IN BOYS 
BUT SHE STILL PREFERS CAPTAIN FORTUNE ON KPIX!” 


From first grade to junior high, Northern California kids go all out for KPIX’s 
Captain Fortune as he takes them on daily flights of fascinating fancy to distant 
lands with his puppet pal, John O’Copper. To them he means adventure without 
bloodshed, thrills without crime. To you he means results without question. See 
your nearest Katz man. 












WBZ-WBZA « WBZ-TV, Boston 
WESTINGHOUSE BROADCASTING COMPANY, INC. xyw.werz, piitaceypiie 
KDKA, Pittsburgh 
WOWO, Fort W ayne 
KEX, Portland 
Represented by Free & Peters, Inc. 
KPIX, San Francisco 
Represented by The Katz Agency 





SAN/FRANCISCO, CALIFORNIA 


Affiliated with CBS Television Network 
Represented by the Katz Agency 
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TAKE OFF 
FOR SALES IN BUFFALO 


Marvin Kruth 


| 
Advertising | 
Advertising Representative 


Production Director 
Stanley Cook 
WGR.-TV with its prime coverage of over 447,938 TV 
Circulation Director ° . : 
the natural 
Marion Lee Woods homme pias is bonus of 407.619 homes in Canada is the natura 
starting point for selling this rich market. 
Readers’ Service Dept. 
Marcia Krinsley ; 
“An exceptionally well-balanced market . . . a top test 
Chicago Office 
Lee Swanson 
333 North Michigan ‘ 
Tel.: FRanklin 2-7100 The unusually favorable reception of WGR-TV's programs 


market" is how Sales Management labels Buffalo-Niagara Falls. 


offers a speedy means of selling this market. WGR-TV consist- 
West Coast Representative 


Duncan A. Scott 
San Francisco: Mills Bldg. 
Los Angeles: 2978 Wilshire Blvd. 


ently leads, airing 12 of the top 15 shows. (Pulse) 


when you jump into Buffalo 


Member of Business Publications uUS@... 
Audit of Circulation, Inc. 


ion! 
WGR-TV 
TELEVISION AGE is published monthly by the 


Television Editorial Corp. Editorial, adver- 
tising and circulation offices: 444 Madison 
Ave., New York 22, N. Y. Phone: PLaza 
1-1122. Printing Office: 307-11 Main Street, CHANNEL 
Kutztown,, Pa. Single copy: 50 cents. Yearly 
subscription in the U. S. and possessions: 
$6; in Canada: $7; elsewhere: $8. Accept- 
ance under 34.64 P.L.&R. authorized. Copy- 
right 1955 by Television Editorial Corpora- 
tion, 444 Madison Ave., New York 22, N. Y. 
The entire contents of TELEVISION ACE are REPRESENTATIVES — Headley-Reed 
protected by copyright in the U. S. and in 
all countries signatory to the Bern Conven- 
tion and to the Pan-American Convention. 





BUFFALO 





NBC BASIC 


In Canada — Andy McDermott-Toronto 
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PROOF BY PULSE... 


Pulse, Inc., recently completed a survey of the 
Nashville market. 


Results proved that of the three television 
stations in this market, WSM has the largest 
share of — 


the weekday morning, afternoon, and evening 
audiences, the Saturday morning, afternoon, 
and evening audiences; and the Sunday morn- 
ing, afternoon, and evening audiences. 

In other words, across the board, WSM domi- 
nates. 


The survey proved one especially remarkable 
fact for users of daytime TV — the unpre- 
cedented power of WSM-TV’s DAYTIME pro- 


gramming: 


There are 44 quarter-hour program 
segments between 7 a.m. and 6 p.m. 
(Monday through Friday). Pulse 
proved that WSM has the largest 
share of the audience during 43 of 
the 44 quarter hours (and lagged in 
the 44th by less than 1 percentage 
point). Pulse proved further that in 
32 of the 44 segments, WSM has a 
larger share of the audience than the 


other two stations combined. 

Pulse went on to prove that: 
@Of the top 25 shows in this 

market, 24 are on WSM-TV. 


@Of the top 69 shows in this 
market, 60 are on WSM-TV. 


@Of the top 15 once-a-week shows 
in this market, 15 are on 


WSM-TV. 


Which is why time - buyers 
agree that 


WSM-TV 


Channel 4 i; 


Clearly Nashville's No. 1 
TV Station! 
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39 RICH RURAL MARKET 
Television is providing 


ha rm ~ 
a 7 
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a key to the farm cash box 


42 ‘TIL THE COWS COME HOME 
A veteran Chicago packer 
looks forward to another 90 years 
of proving skeptics wrong 


44 EXCLUSIVE INTERVIEW 





Senator Magnuson 
talks on television 


46 THE IMPORT OF TRANSPORT 


The show must go on, 


but in the case of tv film, 


it must also get there 


48 WHAT PRICE TELEVISION? 


Most station spot rates 


are cheaper than network, 
but the reverse can be true 


50 TELLING THE TOY STORY 
Television helps parents 


pick ‘right’ playthings 
for their children 


Cover: Anthony Saris 


DEPARTMENTS 


Publisher’s Letter 
Report to the readers 


19 Spot Report 
Digest of national activity 


27 Tele-trends 
The shape of the future 


31 Tele-scope 
What's ahead behind the scenes 


75 


80 


Washington Memo 


Some federal questions 


Wall Street Report 
The financial picture 


Network Schedule 
The March line-up 


Readers Ask 


Questions on film processing 





WJAR-TV 


Here’s where successful 
live, local television pro- 
graming pays off! The Tip- 
Top Circus is the highest 
rated children’s show in 
the area, including network 
shows. With more live, 
local talent than any other 
television channel in New 
England, it’s easy to see 
why WJAR-TV makes more 
sales for more advertisers! 


TIP-TOP BREAD 


Telepulse: 25.5 as of December, 1954 


Featured Thursdays 
6:00 — 6:30 p.m. on 


TIP-TOP CIRCUS 


Client: Ward Baking Company 
Agency: J. Walter Thompson 


POWERFUL 10 


35 Newsfront 91 Set Count 
i Island 
The way it happened Variket-by-market figures Providence, Rhode a : 
62 First Films 91 New Stations 
Syndicated tops in the top ten The openers’ openings WJAR TV 
67 Film Sales 99 In the Picture 


The month’s activity 


102 In Camera 
The lighter side 


Portraits of people in the news 
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Yes, 1 buy covers 3 markets, when you 
focus that one buy on WJAC-TV, 
Johnstown! Get plete coverage of 
the Johnstown area—and “‘snap-up” 
Pittsburgh and Altoona, too! Latest 
Hoopers show WJAC-TV: 


FIRST in Johnstown 


(a 2-station market) 


SECOND in Pittsburgh 


(a 3-station market) 
FIRST in Altoona 


(a 2-station market) 


Stay on the bright side of the TV 
picture with 1 buy that covers 3... 





JOHNSTOWN 


Ask your KATZ man for full details! 
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444 Madison Avenue, New York 22 


Kraft Comment 
Thank you for ... . TELEVISION AGE 
for February featuring Kraft in the 
... this 
story is particularly well written. 
Joun H. Pratr 
Vice President 


Kraft Foods Co. 


lead article and on the cover. 


Interested 
I paid particular attention to the 
article regarding our merger... . 
did a very good job on this and I was 
I shall watch 
the magazine carefully from now on. 
S. L. MEULENDYKE 
President 
Marschalk and Pratt 
Division of McCann- 


Erickson 


you 


very much interested. 


Week-end Reading 

Thank you for the generous han- 
dling of the item on our new Execu- 
tive Committee. I spent quite a bit of 
time with the magazine over this past 

week-end. It’s doing a great job. 
S. M. BALLARD 
Geyer Advertising Inc: 


New York City 


Color Sets Selling Fast 
We are one of the few stations to 
originate daily color (film) programs, 
and have a set in every dealer’s win- 
dow in town. Color sets are selling as 
fast as shipped here, and we think we 
are really accomplishing something. 
Wiarp E. WALBRIDGE 
General Manager KTRK-TV 
Houston 


Film in Color 

We have taken slight exception to 
the opinions expressed in one of your 
articles (“Color for Sales” January, 
1955) and purpose to publish this in 
our next newsletter. (See quotes be- 
low) 

“We noted in the February issue of 
TELEVISION entitled 
“Color for Sales” which reported a 


AGE an. article 


survey of various producers and ad- 
vertisers on the subject of producing 
TV commercials in color. . . . The pre- 
ponderance of advice seemed to be: 
Don’t bother with black and white 
anymore—-produce all commercials in 
color. This is an unsound policy for 
two very good reasons: |. There is 
bound to be a loss in quality when 
printing from color to black and 
white. . . . 2. The film produced for 
immediate use on black and white 
may never be used on color television, 
because by the time color is in general 
use many things may have changed— 
market conditions, the product itself, 
the package, the proper appeal, tele- 
vision requirements, a hundred dif- 
ferent things.” 
Rocer WADE 
Roger Wade Productions 


(Note: The opinions expressed in the ar- 
ticle mentioned by Mr. Wade were those 
of the persons quoted and not necessarily 
those of The Editors. TELEVISION AGE is glad 
to have Mr. Wade's comments on the 
hazards of producing film in color at the 
present time.) 


Color on KWWL-TV 
Your January issue “ 
for Color” 


Waterloo as color corrected. . . . we 


55 the Year 

does not have KWWL-TV 

were the first color corrected station, 

according to FCC specifications, in 

lowa. We have had over two dozen 

color demonstrations with wholesalers, 
dealers, etc. 

Don E. INMAN 

Sales Director 

KWWL-TV Waterloo-Cedar Rapids 


Spot List Useful 
The Blue Chip list of spot accounts 
serves our purposes gencrally. We 
want to commend you on its prepara- 
tion. We have found occasion to refer 
to it several times since its receipt and 
will probably use it many more times 

in the future. 

AL Larson 
Commercial Manager 
KPHO-TV Phoenix 


Color Booster 

I have just looked through the Feb- 
TELEVISION AGE. If the three 
cartoons on page 46 and 47 were in 
color instead of black and white it 
would certainly make a lot of differ- 


ruary 


ence and probably sell more customers 


(Continued on page 33) 





I’m the cat 
in catalyst. 


he escten the dosti bition 
dollar, two-station Houston 


Quite a lot of changes for this 


for 
pret best buy I- 


P. O. BOX 12, HOUSTON 1, TEXAS—ABC BASIC 


THE CHRONICLE STATION 
CHANNEL 13 Hous ton Consolidated Television Co. 
National Representatives: BLAIR-TY 


150 E. 43rd-St., New York 17, N. Y 


General Megr., Willard E. Walbridge 
Commercial Mgr., Bill Bennett 
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When you take inventory for the entire year of 1954, here’s what you get : 


2nd NBC 
NBC Network Advantage 


Total advertisers 187 121 54.5% 

Advertisers exclusive to the network 114 51 123.5% 

Advertisers in network TV for the first time 54 20 170.0% 
Advertisers with budgets of $100,000 or less in all media 25 9 177.8% 


Source: P.1.B. and Media Records 
























































Why is NBC the best-stocked showcase for products in all television? 


Because of the excitement of pioneer programming, the vitality and 
the exuberance of the 90-minute Color Spectaculars . . . because of 
the advertising flexibility of NBC’s great participation shows, 
TODAY, HOME and TONIGHT. . . because of the total effect 
of NBC leadership. 


More advertisers keep coming to NBC because they find that the 
products they display there move faster off retail shelves. 


And what pays off for other smart advertisers will pay off for you. 




















EXCITING THINGS ARE HAPPENING ON 


TELEVISION 


a service of (3) 








Now, isn’t this SPEC TABULARY 


Here is really a galactic cluster*® 


of large cities being served by 
WWI-TV’s Tall To 








nd Maximum Power 


SPECTACULAR FACTS 
* Population Coverage . . 5,988,000 
* TV Set Coverage .... 1,466,000 
* Tallest Tower in the Detroit Area . . 10631 feet 
+* Maximum Power 


* Finest Studio Facilities 


LET WWJ-TV BE YOUR STAR SALESMAN IN THIS GREAT AREA 


*with the express permission of ‘'Pat’’ Weaver 


In Detroit . . . You Sell More on Channel 


FIRST IN MICHIGAN e@ Owned and Operated by THE DETROIT NEWS 


National Representatives: THE GEORGE P. HOLLINGBERY COMPANY NBC Television Network 


DETROIT 
Associate AM-FM Station WWJ 
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TELEVISION AGE 


seasonal pattern is starting to 

emerge in the placement of spot 
television. After the Christmas and 
post-holiday sloughoff, February start- 
ed slowly. Nevertheless, indications 
are that March will be an extremely 
active month. 

One indication of spot placement 
about to break is the feverish activity 
among producers of filmed commer- 
cials. The TELEVISION AGE report of 
Film Sales (see story, page 67) shows 
the greatest amount of commercial 
production since this kind of film ac- 
tivity was first reported some six 
months ago. While a large part of the 
production schedule is taken by com- 
mercials intended for network use, a 
sizeable amount—in the form of 20- 
second breaks and ID’s—is being pro- 
duced for spot placement. 

Since these commercials must be 
produced anywhere from four to 
twelve weeks in advance of the actual 
spot commitment, the activity is a re- 
liable barometer of spot business fu- 
tures. 

This does not mean there are no 
“soft” spots in the picture. Both repre- 
sentatives and stations are still con- 
cerned, for example, about short-term 
commitments. 

These problems, and others like 
them, indicate that more aggressive 
selling will be needed. TvB and its spot 
division, headed by Raymond Nelson, 
should play an important part in gen- 
erating new interest. They may also 
accomplish the long-needed job of in- 
doctrinating several agencies in the 
use of spot tv. 

But even before the agencies can be 
taught, stations themselves will have 
to straighten out a few problems. One 


of the more important is the establish- 
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REPORT 


a four-week 
review of 
current activity 
in national 

spot tv 


ment of a workable definition to dis- 
tinguish national from local rates. Of 
course, stations with only one rate 
present no problem. But outlets that 
have two rates too often make loose 
distinctions between them. 

This matter had drawn the attention 
—and investigation—of some of ad- 
vertising’s key timebuyers. For ex- 
ample, through its agency, J. Walter 
Thompson, the Ford Motor Co. tried a 
few months ago to get the local rate 
on its dealer placements. The attempt 
met with very little success. 

The agency position was that the 
money came from dealers collectively 
(as distinguished from the factory 
fund, contributed by Ford, itself) and, 
judging rates according to the money’s 
origin, the dealers should get the local 
rate. The agency further pointed out 
that groups of competitive automotive 
dealers—such as Chevrolet and Ply- 
month— have in many instances re- 
ceived the advantage of local billing; 
J. Walter Thompson merely felt its 
client should get equal rate protection. 
With that in 


mind, Luce, 


James 





James Luce, Chief timebuyer, J. 
Walter Thompson 


chief 


queried stations more than once about 


Thompson’s timebuyer, has 
their rate practices with automotive 
dealers. 

It seems television stations, could 
well take note from the experience and 
practice of newspapers. Practically all 
papers have ruled that, regardless of 
who places it or where the order ori- 
ginates, new car advertising earns the 
national rate. Used car lineage gets the 
local. 

Incidentally, J. Walter Thompsén is 
well on its way toward effecting a 
quiet revolution in the agency busi- 
ness. Based on the success of the Ford 
account (which is handled through 
regional Thompson offices), the agen- 
cy is servicing Seven Up through its 
35 branches, too, and is seriously 
thinking of doing the same with Shell. 
(TELEVISION AGE, 1955). 


If this concept expands, it will make 


February, 


even more imperative a workable and 
applicable definition between national 
and local rate requirements. 


ADMIRAL CORP. 

(Erwin, Wasey & Co., Inc., N. Y.) 
For its new line of electric ranges, 
Admiral is augmenting its network tv 
schedule with tv spots in three west 
coast markets. Peter Shaffer is the 
timebuyer. 


ALSOL PRODUCTS CO. 
(Hal Tunis Associates, N. Y.) 


The manufacturer of Auto Wax and Bug 
Remover has purchased pre- and post 
game spots on WPIX New York for 
both the Yankee and Giant games 
Expect to use the same kind of schedule 
for the ball games in Boston and 
Philadelphia. Hal Tunis is the contact 
AVOSET CO. 
(Harrington-Richards Division, San Fran 
cisco of Fletcher D. Richards, Inc.) 
The makers of “Qwip,"’ pressurized dairy 
cream, have recently added one-minute 
announcements on ‘women's shows in 
El Paso and Albuquerque to those already 
scheduled in Honolulu, Philadelphia and 
Rochester. Lancaster will be added in 
March, and in April new markets will be 
Cincinnati, Columbus and Dayton 
(Continued on page 21) 
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316,000 watts 


on Channel 12 





CINCINNATI, OHIO 





100,000 watts 


on Channel 6 COLUMBUS, OHIO 


Don Chapin Ken Church 
Mgr. New York Office, National Sales Manager 
550 Fifth Avenue 


REPRESENTED BY THE KATZ AGENCY 
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Spot (Cont'd from page 19) 


BELL BAKERIES 
(Friend, Reiss Advertising, N. Y.) 


The makers of Dandee Bread are using 
Guild Film's syndicated property, Life 
With Elizabeth, in Terre Haute, 
Youngstown, Durham, Winston-Salem, 
West Palm Beach and St. Petersburg. In 
many of these markets, they have also 
bought participations in local children's 
and cooking shows. In Quincy, the 
company sponsors NBC Film Division's 
Badge 714 and they carry the NBC 
Network show, Hewdy Doody, in Tampa. 
Harold Reiss, agency partner, is the 
contact. 


BUITONI MACARONI CORP. 
(Albert Frank-Guenther Law, Inc., N. Y.) 


The company bought a 10-second 
penne ane A schedule on WRCA-TV 
New York effective February 16 for 13 
weeks. Thev also have ID's and 
participations in Miami and in all 
probability will be using more tv spot 
soon. Betty Shaheen is the timebuyer. 


BURLINGTON MILLS CORP. OF 
NEW YORK 


(Donahue & Coe, Inc., N. Y.) 


The Corporation to introduce stretch 
nylon hosiery for women started using 
the last week in February 20-second and 
one-minute spots in 20 markets for 13 
weeks. Evelyn Lee Jones is the timebuyer. 


CARPET INSTITUTE 


(Morey, Humm & Johnstone, Inc., N. Y.) 


The Institute has sent scripts and film 
clips to its 20 member companies (who 
bag 95 per cent of the nation’s carpet 
business). These companies will, in turn, 
turn over this material to their dealers 
for local tv spot use. The Institute's 
three-year $3,750,000-campaign is based on 
the theme, ‘‘Home means more with 
carpet on the floor.” Ja R. Warwick, 
agency vice president, is the account 
executive. 


CARTER PRODUCTS, INC. 


(Sullivan, Stauffer, Colwell & Bayles, Inc., 
ie 


Carter (Arrid and Rise Shave Cream) 
has renewed its sponsorship of the Ziv 
series Mr. District Attorney for the second 
straight year in 39 markets. New England: 
New Haven-Waterbury and Providence; 
Middle Atlantic: Binghamton, Buffalo, 
Erie, Johnstown, New York and 
Philadelphia; Southeast: Atlanta, 
Baltimore. Huntington-Ashland, Louisville, 
Memphis, Norfolk-Portsmouth, — 
Washington, Wheeling-Steubenville; East 
Central: Chicago, Cincinnati, Cleveland, 
Columbus, Dayton, Detroit, Grand Rapids, 
Lansing, Milwaukee and Toledo; West 
Central: Ames-Des Moines, Kansas City, 
Mo., Minneapolis-St. Paul and St. Louis; 
Southwest: Dallas-Ft. Worth, Galveston- 
Houston, New Orleans, Oklahoma City 
and San Antonio: Mountain: Denver; 
Pacific: Los Angeles, San Francisco and 
Seattle-Tacoma. Jean Carroll is the 
timebuyer. 


THE D. L. CLARK CO. 


(Sullivan, Stauffer, Colwell & Bayles, Inc., 
N. ¥.) 


The agency which has just acquired the 
account (Clark Bar, Coconut Bar and Zag 
Nut Bar) has not yet formulated tv plans 
but the company is expected to use tv 
spot in leading markets. John Canning 

is the timebuyer. 


THE COCA-COLA CO. 


(Local Bottling Companies) 


The company is using spot tv to help 
introduce three new-sized bottles, the 
10-, 12- and 26-ounce “‘family size.’’ The 
10-ounce was introduced in Columbus, O. 
for two weeks in early February, then 
moved on to Boston for the last two 
‘weeks of the month. The 12-ounce has 
been introduced in Kalamazoo and 





Jean Simpson, timebuyer, from An- 
derson & Cairns, Inc., N. Y. to Doyle 
Dane Bernbach Inc., N. Y. 


Lansing and when that two week period 
is up will move in for two wee 

another Michigan city, ‘‘not Detroit.” 
The family size 26-ounce bottle was 
presented first in Springfield, Mass. and 
will next make its debut via tv spots in 
San Francisco, and a few other California 
markets. The ‘west coast dates are 
indefinite because of a retail grocers 
strike in the area. Beyond these schedules 
there are at this int no tv spot plans 
for the future. The company 
representatives are certain, however, that 
there will be no tv spot campaign on a 
national basis for these new-sized bottles. 
D'Arcy in New York is supplying the 
slides used in the spots but the time is 
being bought by local bottlers. 


CONGOLEUM-NAIRN, INC, 
(McCann-Erickson, Inc., N. Y.) 


The floor covering manufacturer has begun 
a, tv spot test campaign in three southern 
markets—Atlanta, Charlotte and 
Greensboro—to promote its Gold Seal 
floors and walls. If successful the schedule 
will be extended. Al Long is the 
timebuyer. 


G. N. COUGHLAN CO. 


(Riedl and Freede, Inc., Paterson, N. J.) 


The company plans to use tv spot to help 
introduce its new sponge copper po 
cleanser called Cops. Nothing definite yct. 
Dan Whitney, account executive, is the 
contact. 


DR. PEPPER CO. 
(Grant Advertising, Inc., Chicago) 


The soft drink company is placing its 
schedule of three announcements per 
week on Class A time, mostly in southern 
markets where Dr. Pepper is distributed 
Fred Norman is the timebuyer. 





Lester Blumenthal, business manag- 
er of radio and tv, at William H. Wein- 
traub, Inc., has been made a vice presi- 
dent and also chief timebuyer. 


EASY POP POPCORN 


(Cunningham & Walsh, Inc., N. Y. and 
W. B. Doner & Co., Detroit) 


The new popcorn company is sponsoring 
Interstate’s film series, Little Rascals, in 
New York, Philadelphia, Cleveland, 
Detroit and Chicago. Spots were placed 
by C&W, Jack Giebol is the timebuyer. 
The Doner agency is placing Little 
Rascals, a half-hour across-the-board 
series, in midwestern markets. 


ECONOMICS LABORATORY, INC. 
(J. M. Mathes, Inc., N. Y.) 


On or about March 17, the manufacturers 
of Soilax Cleaner will launch a tv spot 
campaign in Baltimore, Boston, Buffalo, 
Philadelphia, Pittsburgh, New York and 
Washington. Daytime availabilities will be 
used to catch the greatest number of 
viewing housewives, with afternoon time 
most preferred. Edna Cathcart is the 
timebuyer. 


EMERSON DRUG CO. 


(Lennen & Newell, Inc., N. Y.) 


The drug company has bought the new 
Ziv series, The Science and Fiction 
Theatre, in several major markets to 
begin in April. Emerson wanted to place 
the show in several other markets but 
Ziv had already sold it to other sponsors, 
so the makers of Bromo Seltzer are 
purchasing other film properties for these 
markets from Ziv and from other 
syndication firms. Jackson Taylor is the 
account supervisor. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


Jell-O has started a six-to eight-week 
schedule of 20-second film spots in the 
southeastern area. Joe Lincoln is the 
timebuyer. 


GILLETTE SAFETY RAZOR CO. 


(Tatham-Laird, Inc., Chicago) 


The Toni Co. is planning an 
announcement campaign on a national 
basis for Bobbi Home Permanent. Paul 
Schlessinger is the contact at the agency. 


THE GOOD HUMOR CORP. 
(David J. Mahoney, Inc. Advertising, N. Y.) 


The company will use tv spot in five or 
six major markets in the east starting the 
second ‘week in May for eight weeks. 
Children shows will be used. Roger 
Bumstead, media director, is the contact. 


HARRIET HUBBARD AYER, INC. 
(Lester Harrison, Inc., N. Y.) 


The company has a one-minute film ready 
for its product, Formulayer, a liquid 
cosmetic. They expect to go into three 
markets—Baltimore, Buffalo and Hartford 
—for a test campaign in late March or 
early April. If the campaign is successful 
they will expand schedule to a total of 11 
markets. Myron Dubrow, agency media 
director, is the contact. 


HUDSON PULP AND PAPER CORP. 
(Biow-Beirn-Toigo, Inc., N. Y.) 


The company has been using tv spot for 
close to three years and is now on 40 
stations, all east of the Mississippi. 
Hudson has recently started a saturation 
campaign on WRCA-TV New York to 
introduce its satin finished napkins and 
expects, in the near future, to step up 
its tv spot activity in its other 39 
markets. In the more distant future, the 
company expects to extend its tv spot 
schedule to markets west of the 
Mississippi. Look for this to happen some 
time around September which is when 
Hudson starts its year-around scheduling. 
Sam Vitt is the timebuyer. 


JACQUES KREISLER MFG. CORP. 
(Foote, Cone & Belding, N. Y.) 


The maker of watchbands and men's 
jewelry is setting up a 14-market test 
campaign to start about the middle of 
March to run for 10 weeks. Kreisler is 
placing announcements in early and late 
non-A nighttime spots. Peter Bardach is 
the timebuyer. 
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JAX BREWING CO. 


(Bacon, Harman & Vollbrecht, Inc., St. 
Augustine) 


Jax bought the Ziv series, The Eddie 
Cantor Comedy Theatre, with startin 
dates from March 14 to April 30 in the 
following 19 markets: Baton Rouge, 
New Orleans, Houston, San Antonio, 
Montgomery, Alexandria, Lake Charles, 
Monroe, Jackson, Miss., Meridian, 
Roswell, Tulsa, Beaumont, Harlingen, 
Mobile, Shreveport. Oklahoma City, 
Austin, Tex. and Corpus Christi. 


LEVER BROS. CO. 


(Batten, Barton, Durstine & Osborne, Inc., 
ma 


There is a possibility that Lever will 
begin a campaign for Breeze in two of 
the company's sales districts: Boston and 
Houston. Nothing final on how many 
markets in these districts will be used 
but the plan is expected to last around 
17 weeks. Arthur Berla is the timebuyer. 


LEVOLOR LORENTZEN, INC. 
(Friend, Reiss Advertising, N. Y.) 


The makers of custom venetian blind parts 
(see TELEVISION AGE, October, 1954) 
are using 20-second films on WABC-TV 
New York and WTVJ Miami. Levolor 
hasn't decided yet whether it will add 
markets to its spot schedule, use a 
15-minute film program or do both. 

Ed Ratner, agency tv and radio director, 
is the contact. 


LEWYT CORP. 
(Hicks and Greist, Inc., N. Y.) 


The manufacturer of vacuum cleaners 
with a 1955 ad appropriation of some $4 
million has been one of the earliest and 
most constant users of tv spot on a 
co-op basis. Their campaigns are usually 
heaviest from October to December and 
from March to June. Thus far, 35 of the 
company’s 90 distributors have bought _ 

second and one-minute spots in their 
local areas. Vincent Daraio is the 
timebuyer. 


MID-CONTINENT PETROLEUM 
CORP. 


(R. J. Potts-Calkins & Holden, Inc., Kan- 
sas City) 


The Tulsa gasoline company is presently 
readying a er calling for three 
spots per week—20-seconds and one- 
minutes—for 39 weeks in approximately 
35 mid-western markets where their line 
of ‘“‘D-X"’ and Diamond oil and gas 
products are sold. Gene W. Dennis, 
account executive, is the contact. 


MONARCH WINE CO. 
(Emil Mogul Co., Inc., N. Y.) 


The makers of Manischewitz Wine have 
recently added nine markets to their tv 
spot schedule, giving them a total of 131 
stations. The additions are: WLW-A 
Atlanta, WBAP-TV Dallas-Ft. Worth, 
KFEL-TV Denver, WHP-TV Harrisburg, 
WJAC-TV Johnstown, WJIM-TV Lansing, 
KXLY-TV Spokane, WHYN-TV 
Springfield, Mass. and WBRE-TV Wilkes- 

rre. The company has just anngunced 
a 20 per cent increase over 1954 in their 
ad budget for 1955. There is a possibility 
that the company will buy more time on 
the present list of markets as well as 
increase the number of stations. Elaine 
Schachne is the timebuyer. 


NATIONAL BRUSH CO. 
(Charles O. Puffer Co., Chicago) 


The company has placed tv spot 
campaigns on WBZ-TV Boston, BUF-TV 
Buffalo, WBKB Chicago, WNBK 
Cleveland, WJBK-TV/ Detroit, WCAN-TV 
Milwaukee, WCCO-TV Minneapolis, 
WOR-TV New York, WHAM-TV 
Rochester and WHEN-TV Syracuse. 


NEW ENGLAND CONFECTIONERY 
co. 

(C. J. LaRoche & Co., Inc., N. Y.) 

The company, which had a tv spot 








Harry Parnas, media director, from 
Cecil & Presbrey, Inc., N. Y. to Doyle 
Dane Bernbach Inc., N. Y. The print 
and timebuying departments of the 
agency will be merged into a single 
department under his direction. 


schedule for Necco Candies during ‘54 in 
several markets in the east coast area, has 
recently gone west into Ohio and 
Michigan. Possibility that ‘western 
movement may continue. Stuart D. 
Ludlum is the agency contact. 


NORTH AMERICAN AIRLINES, INC, 
(Van Wood-Fischer, N. Y.) 


The airline which spends $500,000 in radio 
has made its first test of tv spot on 
WTTG Washington, using a one-minute 
film. If successful, tv spot activity will be 
substantially extended. Arthur A. Fischer, 
agency president, is the contact in New 
York; in Beverly Hills its account 
executive, Marvin R. Cole. 


OLYMPIA BREWING CO. 


(Botsford, Constantine & Gardner, Seattle) 


Olympia bought the new Ziv series, The 
Science Fiction Theatre to begin about 
April 1 in Los Angeles, San Francisco, 
Seattle, Spokane, Portland, San Diego 
and Boise. The brewing company plans to 
expand its station list with the Ziv series 
in the near future. 


OLYMPIC RADIO & TELEVISION, 
INC, 


(Product Services, Inc., N. Y.) 


Olympic has tied in its own promotion 
campaign in 50 markets in conjunction 
with the first run showing in each of these 
50 markets of the Columbia Pictures 
feature, The Long Grey Line. The 
company’s distributors and dealers will 
decide the media to be used, since this 
is a co-op deal. The campaign began 
when the film opened in Washington, 

D. C. at the end of February. The 
openings are expected to continue through 
March and into April. Sy Lewis, agency 
media director, is the contact. 


POLAROID CORP. 
(Doyle Dane Bernbach Inc., N. Y.) 


The company is using one-and two-minute 
spots featuring comedian Steve Allen in a 
limited number of markets. They are 
filling in where their participation in 
NBC's Tonight doesn’t cover. Nina Flinn 
is the timebuyer. 


REMINGTON ARMS CO., INC. 


(Batten, Barton, Durstine & Osborne, Inc., 
nx. % 


The Du Pont firearms subsidiary might 
institute a tv spot campaign to catch the 
spring hunting seaSon. They also have a 
long-range, plan to use tv spots before 
and after local live Sportsman shows 
beginning early in September. Robert 
Rowell is the timebuyer. 


REVLON PRODUCTS CORP. 
(William H. Weintraub Co., Inc., N. Y.) 


The cosmetic firm is augmenting its heavy 


tv network schedule with co-op tv spots 
in 15 major markets, principally wi 
chain drug stores. There is a possibility 
that Revion will initiate its own tv spot 
campaign sometime around May. Mary 
Dowling and Julia Lucas are the contacts. 


RUTHERFORD FOOD CORP. 


(R. J. Potts-Calkins & Holden, Inc., Kan- 
sas City) 


Rutherford is presently in the midst of 
a campaign in some 30 markets from 
Chicago to the west coast on ‘“‘Hy-Power 
Chili.” The company will use sevéral test 
tv spot schedules beginning in mid-March 
to introduce a new frozen tamale pie. 
Gene W. Dennis and E. A. Warner, 
account executives, are the contacts. 


SALES BUILDERS, INC. 
(Doyle Dane Bernbach Inc., N. Y.) 


The manufacturer of Max Factor 
cosmetics is now in 53 markets with 
one-minute and 20-second tv spots. This is 
a follow up of the successful six-market 
test the company made in the fall of °54, 
There is no end date in the present 
schedule and there is a possibility that 
more markets will be added. Nina Flinn 
is the timebuyer. 


W. A. SHEAFFER PEN CO. 
(Russell M. Seeds Co., Inc., Chicago) 


The pen company is augmenting its 
network schedule in promoting its Fineline 
products with syndicated film programs 
in New Haven, Providence, Utica, 
Schenectady, Lancaster, Erie, Richmond. 
New Orleans, Houston, Milwaukee and 
Seattle. Merle Myers is the timebuyer. 


SHULTON, INC. 
(The Wesley Associates, N. Y.) 


The makers of toiletries and Old Spice 
shaving products will sponsor the film 
series, Paris Precinct, in a maximum of 
30 markets beginning in early April. 
Half of the markets have already been 
cleared. The series is owned by Motion 
Pictures for Television and distributed by 


“UM&M. In the New York area, the 


company is repeating last year’s use of 
pre-game and post-game spots on WPIX 
for both the Giant and Yankee games. 
Joseph D. Knap, media director, is the 
contact. 


STANDARD BRANDS, INC. 


(J. Walter Thompson Co., N. Y.) 


Standard has recently added to its year- 
around 1l-market daytime participation 
schedule for Fleischman Yeast, four weeks 
of daytime participations in three 
Oklahoma markets—Enid, Oklahoma City 
and Tulsa. Allan Sachs and William 
Thomas are the timebuyers. 


SWIFT & CO. 


(McCann-Erickson, Inc., Chicago) 


The company is planning announcement 
schedules in a number of southern markets 
for Swift’s Bacon. John Cole is the 
timebuyer. 


UNION PACIFIC RAILROAD 
(The Caples Company, Omaha) 


The railroad bought the new NBC Film 
Division's His Honor, Homer Bell in 
Omaha, Los Angeles, Portland and 
Seattle, and the new Official Film's 
property, This is Your Music, in Salt 
Lake City. 


WILLIAMSON-DICKIE MANUFAC- 
TURING CO. 


(Evans & Associates Advertising, Ft. 


Worth) 


The company, makers of work clothing, 
is putting out “‘Steadies,’’ which are 
slacks that can be dyed into one of eight 
colors. It is now using tv spot, black and 
white, but might very well be taking the 
color plunge in the near future. Mrs. 
Barbara Seever is the media director. 















































































































proudly hoists its reco, 


| WAY T V CONTINUING ” 


DOMINANCE: 
= > 








DAYTIME 


WKY-TV wins 41 of 44 


average* daytime quarter-hours! 





Sta. “B'’ wins 1 of 44 average* daytime quarter-hours. 


WKY-TV wins 15801164 


night-time** quarter-hours! 





Sta. ‘‘B'' wins 4 of 164 night-time** quarter-hours! 


WKY-TV | Sta. “B”’ 


*DAYTIME average quarter-hour rating 
(7 a.m.-5:45 p.m., Mon. thru Fri.) 


é **NIGHTTIME average quarter-hour rating 
: (6 p.m.-11:45 p.m., Mon. thru Sat., 
In Oklahoma City 6 p.m.-10:45 p.m. Sun.) 


_ HOOPER*® reveals 
48 of top 50 shows 


gare on WKY-TV 
"Oct. 13-19, '54 


Owned and Operated by 

The Oklahoma Publishing Co. 
The Daily Oklahoman 
Oklahoma City Times 

The Farmer-Stockman 


WKY Radio NBC 
mom  WKY-'TYV cs 
The Katz Agency, Inc. renee CITY 


The Nation's FIRST COLOR TV STATION 
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In four weeks: 
1,844 announcements 
30,304 newspaper lines 
64 billboards 
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BOLO LADLE II 


Your campaign 
in Milwaukee 


On February 27, WXIX became the new 
Milwaukee station for the CBS Television 
Network and enabled Milwaukee viewers 
for the first time to see the network’s 
complete line-up of the most popular stars 
and shows in television on WXIX. 


A full week in advance, WXIX initiated one 
of the biggest advertising campaigns ever 
launched behind a new station: a large-scale 
newspaper campaign continuing over a 
four-week period, together with an imposing 
outdoor campaign covering 64 billboards 
throughout the entire Milwaukee area. 


The real backbone of this comprehensive 
campaign consists of a continuing barrage of 
both day and night on-the-air promotion 
announcements by the network’s stars. 


The whole purpose of this effort, of course, 

is to build audiences for your campaign 

in the important Milwaukee market. To get 
the most out of this market and the most 
popular program schedule in all television, 
get in touch with CBS Owned WxIx or 

CBS Television Spot Sales. 


WXIX@I9 


Milwaukee Station for the CBS Television Network 





“GRAND” PAYOFF 


‘ “It’s Your World” TV show in progress. 
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Here’s the thousand doliar payoff! The Dayton Council on World 
Affairs received the one thousand dollar first prize from the For- 
eign Policy Association for the most significant contribution in 
citizen education in world affairs through their television efforts. 
DCWA has aired their half hour “It’s Your World” panel show 
and “World Headliner” on WHIO-TV for more than four years. 
It has been an outstanding public service program—one of the 
many offered by WHIO-TV. Public education and service is a 
responsibility of the station—and it pays off—in audience loyalty 
and audience surveys. For the audience—the loyal audience—ask 
George P. Hollingbery, national representative to give you the 
facts on WHIO-TV. 











DCWA Chairman John Yeck accepts award from 
Mrs. Oswald Lord, U.S. representative to United Nations. 
Seated: U.N. General Assembly Pres. Eelco Van Kleffens. 
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Channel 7 Dayton, Ohio 


ONE OF AMERICA’S GREAT AREA STATIONS 
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BUSINESS BAROMETER 


Television billings presented a mixed picture in December. Network strength continued 
as the outstanding trend, adding to the gains reported every month since August. 
Local billings were firm, holding the peak set during the fall. National spot 
showed considerable weakness. 





The fifteenth month of the TELEVISION AGE continuing study of television business 
included reports from an impressive list of television stations in all parts 
of the country and in all sizes of markets. New and well-established stations 
were adequately represented. 








Comparing December billings with those for November, local gained 0.2 per.cent; 
national spot declined 8.3 per cent and network was up 2.9 per cent. 
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The gain in network billings in December added to gains made throughout the fall 
season, bringing the network category to a high of 54.2 points above the Oct. 
1953 base on which the Business Barometer is set up. 


The upturn for network business began in August when a gain of 2.2 per cent over July 
was recorded. In September a gain over the previous month of 7.7 per cent was 
noted. October billings took a spurt putting the total 15.2 per cent over 
September and November was up 4.6 per cent over October. 





The December peak in network can be compared with the network index for December 1953. 
That month, the network billings index was 11.2 points above the October 1953 
base. In December 1954 the category was 54.2 points above the same base. 

The difference of 42 points indicates the continuing growth of network 
business during the one-year period. 
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Tele -trends continued 


Local billings in December continued firm, slightly under the year's peak but 
indicating a continued strength throughout the fall and winter season. Highest 
point for local business was reached in October with an index of 29.7 points 
above the October, 1953, base. In November there was a slight lag of 2.5 
per cent and the December gain of 0.2 per cent was so small as to leave 
the index practically stationary. 

















The firm trend in local billings began with the September report when a gain of 5.9 
per cent was noted. It made a giant gain in October of 26.5 per cent and has 
held its own since. 


National spot, the most mercurial of the three categories of television business 
studied, took a decided drop in December. After setting the strongest pace of 
any month in any category yet recorded by the barometer in October (a gain of 
27.8 per cent over September) , spot dropped a half percentage point in 
November then hit the slide with an 8.3 per cent decline for December. 











Increasing interest in the Business Barometer has been indicated by requests for 
monthly figures by several research departments. Here is a run-down on the 
reports which have been made regularly in TELEVISION AGE starting with 
November, 1953. It should be remenbered that the percentage figure for each 
month compares it with the previous month. 








As an example, the 3.3 per cent reported for local advertising in November, 1953, means 
that there was a 3.3 per cent increase in business in November over the total 
local advertising in October. The 4.4 per cent for national spot is a 4.4 
per cent increase for the same month as is the 6.6 per cent increase for 
network. 








Here are the figures, Local: Nov. 1953, 3.3 per cent; Dec., -0.7 per cent; Jan. 1954, 
-10.1 per cent; Feb., 1.6 per cent; March, 14.3 per cent; April, 7.5 per cent; 
May, 2.3 per cent; June, -4.0 per cent; July, -7.2 per cent; Aug., -2.2 
per cent; Sept., 5.9 per cent; Oct., 26.5 per cent; Nov., -2.5 per cent and 
Dec., 0.2 per cent. 


National spot: Nov. 1953, 4.4 per cent; Dec., -4.4; Jan. 1954, -7.4 per cent; Feb., 4.8 
per cent; March, 14.2 per cent; April, 0.3 per cent; May, 6.7 per cent; June, 
-5.2 per cent; July, -9.3 per cent; Aug., -3.4 per cent; Sept., 9 per cent; 
Oct., 27.8 per cent; Nov., -0.5 percent, and Dec., -8.3 per cent. 





Network: Nov. 1955, 6.6 per cent; Dec., 4.6 per cent; Jan. 1954, 1.9 per cent; Feb., 
3 per cent; March, 12.9 per cent; April, -2.4 per cent; May, 4.7 per cent; June, 
-6.1 per cent; July, -3.6 per cent; Aug., 2.2 per cent; Sept., 7.7 per cent; 
Oct., 15.2 per cent; Nov., 4.6 per cent, and Dec., 2.9 per cent. 





The exclusive TELEVISION AGE Business Barometer is based on reports made directly to 
Dun & Bradstreet on forms provided by the magazine. The Wall Street firm 
tabulates the reports and furnishes the totals on which the magazine's 
analysis is made. 
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SALES GO 
OVER the TOP 


when your sales message 
goes to... 





MICHIGAN 
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INDIANA 


FORT WAYNE 
° 


WKZO.-TV (Channel 3) has 100,000 watts of power—has a new 
1000-foot tower—offers you 533,066 families within its grade B 
coverage area! 

So more than ever, WKZO-TV can help you go over the top in 


Western Michigan! 


100,000 WATTS VIDEO @ CHANNEL 3 © 1000’ TOWER 
She Sel yer Hations 


WKZO — KALAMAZOO 
WKZO.TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS - 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN-TY — LINCOLN, NEBRASKA 
Associated with 


OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representatives 
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No advertising 
message is any 
stronger than the 


medium you entrust with its transportation. The 
logistics of productive advertising demand two 
great essentials (which, we’d like you to know, WSAZ-TV 
is impressively able to supply). One of these is a 
market of abundant prospects with handsome ability to 
buy what you sell. The other is the best possible medium 
to get their attention, win their loyalty, and influence 
their preferences—in short, a profitable pipe line 
from you to people you want as customers. WSAZ-TV 
commands nearly half-a-million TV homes of such prospects 
in the uncommonly large five-state area we reach—a 
region rightfully described as the industrial heart of 
America. When you route your advertising via WSAZ-TV, 
you enlist the one and only super-efficient medium 
linking you directly with all of this four-billion 


“" dollar market. Something is bound to happen. And 
it does—day after day and year after year—as 
WSAZ-TV’s big roster of satisfied advertisers 
will testify. For a profitable pipe line into our 
land of boom payrolls and eager customers, 
just put yourself in touch with 
any Katz office. 


Typical 
of the many 
outstanding 

industries that 
contribute to the 
economic growth 
of WSAZ-TV’s 
five- state area is 
Nitrogen Division, 
Allied Chemical & 
Dye Corporation, 
at whose South 
Point, Ohio, plant 
this scene 
occurs. 


Huntington- 
Charieston, 
West Virginia 
CHANNEL $3 
Mazimum Power 
NBC BASIC NETWORK 
afiltated 
ABC & Du Mont 


TELEVISItIton 
also affiliated with Radio 
Stations WSAZ. Huntington 
& WGKYV, Charleston 
Lawrence H. Rogers, 
Vice President and 
General Manager, 

WSAZ, Inc. 
represented 
nationally by 
The Kaiz 
Agency 

















Quaker Oats Steps Up TV 

Although it isn’t planning to use color for another 
two years, Quaker Oats Co., Chicago, will step up b&w 
television on its major products this year. Interesting 
angle is that Quaker has been cutting television steadily 
by about $300,000 a year, and increases for 1955 should 
return its tv budget to nearly $2 million. The company 
expects color to be on a par with b&w “late” in 1957. 


Spot Coordinator at Y&R 

A sign that tv spot is becoming more important to 
the big agencies is the appointment by Young & Rubi- 
cam, Inc., N. Y. of Raymond E. Jones to supervisor of 
availabilities and clearances for tv and radio. Mr. Jones, 
formerly with CBS and lately sales manager of KGUL-TV 
Galveston, takes over his new duties on March 7. He will 
be, is essence, spot coordinator for Y&R. 


Disney Problems 
ABC-TV’s new hour-long Disney show, Mickey Mouse 
\ Club (Monday-Friday, 5 p.m. all time zones, starting 
» Oct. 3) caused a few production problems for the car- 
toon master. In combination with Disneyland, also an 
hour long, it’s a little like producing six movies a week, 
Disney says. The biggest headache, he notes, is to get 
crews from one project to another without major time- 
waste. His solution: “scheduling.” Mickey Mouse Club, 
if sold without frequency discounts, could increase an- 
nual ABC billing by a cool $15 million. 


"Textile Firms Eye Television 
Big textile manufacturers such as Botany Worsted 
Mills, Excello Shirt Co. and Wamsutta Mills are all 
casting sooner-than-you-think glances at tv. Indications 
’ are that textile advertisers are waiting for color but it 
is also quite possible that several might come in first on 
black and white. Alfred J. Silberstein-Bert Goldsmith, 
Inc., N. Y., is the agency for the three outfits mentioned. 


Mars in 100 Markets 

Spot tv won over network with Mars, Inc. The com- 
pany will spot the Flying-A Film series, Buffalo Bil Jr., 
in over 100 markets beginning late in March. The pro- 
gram will run for 13 weeks, with a summer hiatus vary- 
ing from 8 to 13 weeks depending on the market, re- 
suming in the early fall. After the summer layoff, in 
some areas the program will be alternately sponsored by 
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International Shoe. Lee Burnett Co., Inc., Chicago, is 
the agency; Hal Tillson, the timebuyer. 


Test Success 

Procter Electric Co. was so pleased with the results 
of its saturation campaign for its homewares in New 
York, Philadelphia and Los Angeles that it is following 
up with a nationwide schedule. Eugene Brody is the 
contact for the agency, Weiss & Geller, Inc., N. Y. Mar- 
kets to be used will include Boston, Buffalo, Atlanta, 
Detroit, Columbus, Dallas, Kansas City, Denver, Chicago 
and Seattle. 


Do-It-Yourself With Plywood 

In order to stimulate the use of plywood in the do-it- 
yourself market, U. S. Plywood might use part of its over 
$1 million ad appropriation in tv spot. The company’s 
budget is being worked on now; the fiscal year begins in 
April. Kenyon & Eckhardt is the agency. 


Servel Considers TV 

April campaign for Servel air conditioners is being 
considered by the agency, Hicks and Greist, Inc., New 
York. Spot drive is now in the formative stages. Vince 
Daraio is the timebuyer. 


Y&R Considers Own Film Unit 

Y&R are making plans to take a more active part in 
the filming of their clients’ shows. The agency might 
even set up its own film production unit. Look for some 
news from Y&R along about summertime. 


Beer Spots in Midwest 

Campaign for George Widemann Brewing Co. will 
start May 3 in Little Rock; Fort Smith; Sedalia; Spring- 
field, Ill.; Springfield, Mo.; Columbia, Mo.; Champaign. 
Ill.; Pittsburg, Kans., and Cape Girardeau using the 
Eddie Cantor Comedy Theatre (Ziv). Films will begin 
in Evansville June 20. Tatham-Laird, Inc., Chicago, is 
the agency. 


Chemical Producer Considers Spot 

The Davison Chemical Corp. of Baltimore, manufac- 
turers of Naco and Bem Brand fertilizers and other 
chemical products for the farm, has a tv spot campaign 
under consideration. St. Georges & Keyes, Inc., N. Y. is 


the agency. 
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Letters (Continued from page 14) 


than a dozen black and white could. 
More power to you. 

Ben Harris 

Manager 

American Film Co. 

Philadelphia 


(Note: A well-made point). 


Agency Interest 


Thanks for the excellent display on 
“You are the Jury.” Already five let- 
ters have come in from agencies asking 
for sample scripts, production infor- 
mation etc. 

Mitton L. Fircu 
President 
Howard Wesson Co. 


Worcester, Mass. 


First Film Criticism 


The February, 1955, issue of TELE- 
VISION AGE contains a chart compiled 
by ARB which was represented as the 
listing of the top film shows for No- 
vember, 1954. We feel compelled to 
question some features of the chart. 

In the month of November, 1954, 
Telepulse found / Led 3 Lives the 
Number One film show in the country 
with an average rating of 22.1. Video- 
dex also found ] Led 3 Lives the Num- 
ber One film show in the country 
with an average rating of 20.2. Your 
chart places ] Led 3 Lives in 8th 
place with an average rating of 12.1. 
A reasonable variation might be un- 
derstandable, out of 
three rating services concur so closely 
while the third is found at such great 
variance, there are certainly grounds 


but when two 


for questioning the findings of the 
third. 

First of all, any chart which omits 
mention of day. time and station for 
each show listed commits a serious 
breech of information. How. fair is it 
to compare bare numerical ratings 
for two shows when one is shown at 
8:30 p.m. on a strong station, and an- 
other is shown at 11:30 p.m. on a 
weak station? Obviously, ratings alone 
tell an incomplete story. 

Secondly, the chart purports to give 
a national picture by using so-called 
“weighted” markets. The use of the 
word “weighted” covers a multitude 
of sins, but some of these can at least 
be partially offset by some definition 


of the “weighting” system used. No 
such explanation is given with your 
chart. Also, nine of the ten markets 
you show are nine of the eleven big- 
gest television markets in the coun- 
try, and it is difficult to understand 
how they can be considered as rep- 
resentative of the entire country. 
It would seem that the chart in ques- 
tion could stand a reexamination. 
Stan COHEN 
Ziv Television Programs 
New York 
(Note: First Films is not intended as a 
nation-wide comparison but rather a com- 
parison between film ratings in the ten 
cities listed. The differences between ratings 


of the various services is a widely recognized 
phenomenon of the industry.) 


Program Problem 

. interesting and well-thought out 

. especially applies to your tele- 
vision network program chart. I look 
forward to this feature monthly and 
invariably extract it from the maga- 
zine and refer to it constantly. One of 
the most useful features of this chart 
is the footnotes which outline multiple 
. . but if the footnotes 
could in some way be contained in 


sponsors etc. . 


these two sheets it would definitely be 
helpful. 

Rosert H. Bouiine Jr. 

The Bolling Co. 

Chicago 


A Subscriber Notes 
We are subscribers to TELEVISION 
AGE and are convinced it is the best 
magazine in the trade. 
Rosert L. LAWRENCE 
Robert L. Lawrence Productions 
New York 


Short Period 
. you have done a wonderful 
job in so short a period of time and 
the industry can be considered for- 
tunate to have a spokesman such as 

you are. 

Epwarp P. SHuRICK 
CBS Television 





A SINGLE-STATION MARKET 
KGVO-TV — 13 


60,000 watts 
MISSOULA, MONTANA 

















WEYMOUTH 
SYMMES 
Paris & Peart 


says... 






















“| Need Facts! 
...- about the market 
... the audience 
... the ratings 


WNHC-TV has all 3. 


| have always picked 
WNHC-TV to cover 
the Hartford-New 
The 
signal dominates the 
the 
results 


Haven areas. 


entire market, 
achieved 
have consistently 
proved my station 
selection.” 








Compare these facts! 
15 County Service Area 


Population 3,484,400* 

Households 1,006,410* 

TV Homes 899,957** 
Sources: 


* ‘54 SRDS Consumer Markets 


** CBS—Nielson 1953—updated with 
RETMA Set Sales 10/31/54 


See Your KATZ Man 


Serving Hartford & New Haven areas 
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Represented Nationally 
by THE KATZ AGENCY 








CRACKIN’ 
oe\e)») iE 


You get to the meat of the market quicker when you tell 


your sales story on the station they tune to most often 


WIBK-TV Detroit 


If you've got a tough nut to crack in this rich midwest 
area, go after those sales with WJBK-TV's 100,000 
watt power, 1,057 ft. tower, top CBS and local pro- 


gramming and commanding Channel 2 dial position. 


National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7690 















PROGRESS REPORT. In spite of 
nationwide snowstorms and_ bad 
weather, th> rainbow shone brightly 
across the country last month, provided, 
of course, by color television: 

® Three more regions were to see 
local live originations as 3-Vidicon 
cameras were shipped by RCA to 
WFIL-TV Philadelphia, wrvR Richmond 
and wJAc-TV Johnstown, Pa. 

® Technical standards for color film 
transmission will be ready for the in- 
dustry by June, according to John G. 
Frayne, president of the Society of 
Motion Picture and Television Engi- 
neers. Processes to be listed include 
Eastman, Ansco and Technicolor. 

® Magnavox president Frank Frei- 
mann said his company will be ship- 





ROBERT W. SARNOFF 


Urges color sponsorship 


ping color sets equipped with the RCA 
tube come July. Target prices will 
range between $650 and $695. 

© NBC-TV 
two-hour program of Mary Martin in 
Peter Pan March 7, right after the 
production closes its limited Broadway 


was getting set for a 


run. Also for its Producers’ Showcase 
series, the same network signed im- 
pressario Sol Hurok to develop color 
ideas and vehicles. 

* NBC was also rushing to comple- 
tion its West Coast color studios in 


Burbank, Calif., slated for a March 


muurrurmn Mawsfront 


27 opening on a network spectacular. 
RCA board chairman David Sarnoff 
was planning to attend and speak. 

* CBS Television was set to doubie 
its color programming effective April 
1, president J. L. Van Volkenburg told 
the Dayton Advertising Club. The new 
schedule, to be shared among seven 
different shows, will offer a total of 
4'% hours every week. 

* NBC executives were also out tal- 
ing it up. Vice president Richard Pink- 
ham told a New York Radio and Tele- 
vision Executives luncheon that most 
color programs will be sold participat- 
ing. Barry Wood, v.p. in charge of 
special events, said in Dallas his net- 
work would colorcast Texas’ notable 


state fair, providing a sponsor step- 


J. L. VAN VOLKENBURG 
To double color 


President 
Weaver pushed color in a talk he gave 


ped forward. Sylvester 
in Detroit. 

Executive vice president Robert W. 
Sarnoff, speaking in Rochester, N. Y., 
urged set-makers to sponsor color pro- 
grams as an aid in promoting set pro- 
duction and sales. Recalling the 
early days of radio and b&w television, 
he noted that set-makers then were 
commonly pioneer sponsors and that 
their efforts paid off in early, fast 
growth for both media. 


Mr. Sarnoff also revealed that, as 


of last November, some 4.5 million 
people has seen color on only about 
15,000 sets. “People were going out 
of their way t» see color.” he ex- 
plained. 

® The same situation prevails in at 
least one suburban New York restau- 
rant. Noting his capacity bar business 
after he installed a color tv set, the 
tevern-keeper rued his empty dining 
room. The following week, he put color 
set no. 2 in there which, he reports, is 
now serving capacity, too. 
WASHINGTON FIREMAN. |i would 
he overly optimist’c to say that the 
Jones “Progress Report” to the Com- 
mittee on Interstate and Foreign Com- 
merce put out the fire which the Plot- 





ROBERT F. JONES 


Thorough study advocate 


kin report started, but it certainly 
did its bit to bring the flames under 
control. For Mr. Jones, an astute poli- 
tician as well as an expert in commu- 
nications (by virtue of his tenure as 
an FCC commissioner), won a round 
of applause for the moderation of his 
findings. 

Few can quarrel with his belief that 
nothing should be done without a more 
thorough study of the situation. Some 
will argue, of course, with his opinion 
that uhf must be placed on a competitive 
basis with vhf, but most of these same 
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dissenters will certainly agree that pro- 
posals to shift all vhf to uhf are 
impractical. 

Altogether, the report was a wel- 
come one for networks and affiliates 
alike. And uhf licensees could gain 
encouragement from the promise it 
holds to seek a means of channeling 
additional broadcast revenues to the 
smaller markets. 

Indication of the network feeling 
could be found in the guarded state- 
ment issued by CBS president Frank 
Stanton. He said, “The progress re- 
port prepared by Robert F. Jones, spe- 
cial counsel for the Committee on In- 
terstate and Foreign Commerce, is so 
tentative in most of its conclusions and 
proposals that we believe it premature 
to make any detailed comment. CBS 
agrees, however, with the conclusions 
of Senator Bricker and Mr. Jones that 
it is unwise to make final proposals for 
new laws and regulations at this time 
before all the facts and views are in.” 

Only a short week before, a cross- 
section of CBS affiliates held a heated 
session which resulted in the com- 
ment: “The proposals of Mr. Plotkin, 
if adopted, 


vision’s most popular live entertain- 


would jeopardize tele- 


ment and pubiic service programs as 
they are presented today and seriously 
interfere with future program plan- 
ning. Every television set owner should 
be most concerned with the possible 
consequences of these proposals. The 
stations plan to inform the public of 
this threat to their television enjoy- 
ment and to discuss the matter with 
appropriate government officials.” 

But in spite of the sigh of relief that 
went up in certain quarters with the 
reading of the Jones report, the com- 
mittee investigation is still the most 
important current development in the 
medium. 

In his recommendations Mr. Jones 
says positively that “a means must be 
found to place uhf on a competitive 
basis with vhf in all markets” and “a 
larger share of the total revenues of 
the broadcast industry must be chan- 
neled to uhf outlets in the smaller mar- 
kets.” 


He continues, “Also it must be re- 
membered that there are uhf station 
operators in smaller markets facing 
financial difficulty. It is felt that the 
individual networks could do much 
en a voluntary basis to support the 
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JAMES D. SECREST 
Set sales brisk 


television economy outside the larger 
markets by 1) adoption ef a more 
liberal and impartial policy toward af- 
filiation and 2) offering price discount 
advantages to national advertisers to 
buy time over all outlets of the network 
rather than selected stations in large 
markets.” 

Altogether capital hotel men can 
expect capacity booking in 1955 from 
visiting television executives, their 
their 
promises to be a busy year in Wash- 


lawyers and statisticians. It 


ington. 


SET SALES BRISK. .t is nc surprise 
to find that television set sales hit a 
new record mark in 1954—7,317,134 
as compared with 6,370,571 in 1953. 
The figures, released by James D. 
Secrest, RETMA executive vice presi- 
dent, reflect the solid demand for mod- 
ern, large-screen sets which was top- 
ped off with December sales of 1,093,- 
702 receivers. 

The final Christmas buying spurt 
put the total black and white set mark 
for the nation at 32.5 million. The 
color set total at year-end was around 
10,000. 

While television receiver sales were 
booming radio sales were on the de- 
cline, although the total for 1954 was 
still a respectable 6,430,753 units. Ra- 
dios sold in 1953 totalled 7,031,293. 
In addition automobile sets manufac- 
tured for 1954 totalled 4.1 million, a 
figure which is not included in the 
RETMA retail sales because most car 
sets are sold directly to manufactur- 
ers. 


Meanwhile, Great Britain, with 4 
million sets now in use, reported to- 
tal television sales during 1954 at 1.2 
million sets. With the British experi- 
ment in commercial television “tooling 
up” for a start this year, sales are ex- 
pected to boom. 


NARTB READIES FOR MAY 22 
CONVENTION. Whetting blades for 
the annual NARTB meeting to be held 
this May in Washington, the Associa- 
boards 
meanwhile did some trimming in their 
own back yards last month. Meeting 
in Hollywood Beach, Fla., the com- 
bined boards: 

® Reduced the proposed schedule of 
district NARTB meetings from 17 to 
eight. This was intended to save, not 


tion’s television and radio 


only valuable time for executive 
members, but also a tidy chunk ($12,- 
000) of the Association’s budget for 
staff travel. 

© Approved the Freedom of In- 
formation Committee’s efforts to gain 
equal access in journalistic coverage. 
Noting that President Eisenhower had 
thrown news conferences open to tele- 
vision, committee chairman Edgar 
Kobak of wrwa Thomson, Ga., hoped 
the rest of official Washington would 
also adopt the presidential policy to- 
ward tv. 

* Endorsed Sports Committee ef- 
forts to improve relations between the 
industry and athletic groups—both 
emateur and professional—that are 
pivotal in profitable sports coverage. 

* Approved three amendments to 
NARTB byiaws (still to be ratified by 

(Continued on page 86) 


EDGAR KOBAK 
Praises presidential policy 








We're getting more people in growing San Diego! 



































© T 
For a County total of 769,200! (Calif. Taxpayers K 7 IVI aoe V 
Assoc. estimate, Jan. 1, 1955.) 
WRATHER-ALVAREZ BROADCASTING, INC. SAN DIEGO, CALIF. 
REPRESENTED BY PETRY 


Even in Jan. 1954, the city of San Diego alone 


ic 
had more people than Newark, Atlanta : 
or Indianapolis! (Sis. Mgt. ’54) 


More people, making more, spending more and Ame rica’s mo re ma rket 


watching Channel 8 more than ever before! 

























“Miami's Prog lopment can 
and industrial oye " 


“Miami's growth amounts to 
@ consistent 10% each year. 

: : a\3 Some 7,000 new families 

rs a : a 4 come in each month.” 
: ~~ Vw. - bs 





BIANE SINC! 
SHE DANCES wl 





t~6C COM Our Thanks 
TO TWO GREAT 
MAGAZINES FOR 


Florida's First GIVING YOU THE 
Television FACTS ON THE 
Station 


FABULOUS GROWTH 
OF SOUTH FLORIDA 


re | 

ters Colonel an 
_.- Call your Free & Pe — 

sabe = ave facts on ik Ol save 

sceaiaill that can give you a . 

age of this phenomenal market. 





Maximum Power 100,000 watts — 6 years “On the 
Air” experience — 1,000 ft. tower (tallest in Florida) — 
Award-winning Merchandising Dept. — FIRST IN 
PROGRAM RATINGS EVERY ’ HOUR OF EVERY DAY — 
Telecasting COLOR since September 1954. 


TVS 


MIAMI 






Basic Affiliate 
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Television offers a bright new key to the $38-billion farm cash box 


omething startling is happening to the na- 
gS tion’s farm market. 

In the past fifteen years farm production has 
increased 28 per cent. The total production per 
man hour has increased 78 per cent in the same 
period, due to the rapid progress in farm mecha- 
nization, improvement of fertilizers and the in- 
creased yields due to improved farm practices. 

In 1940 farmers and their families made up 
23.1 per cent of the total population. Last year 
the total was only 13.5 per cent. 

As a result of this increase in farm produc- 
tivity and decrease in number of farmers there 
have been major shifts upward in the standard 
of living and purchasing power of farm families. 

The operators of the nation’s agricultural fac- 
tories have become increasingly well to do, as 
total income has continued to rise with only 
minor setbacks, and the total number of farmers 


has continued to decrease, as low-income and 
marginal farm families moved to cities and fac- 
tory areas. 

The farmers’ share of total gross income of 
the nation last year amounted to just under $38 
billion, an increase of nearly 300 per cent over 
the total gross income of the larger number of 
persons who made their living on farms in 1940. 

As farms have grown larger, the number of 
people needed to operate them has diminished 
each year. In many areas there are more tractors 
than farm families. Land utilization has become 
a fine art, and the modern farmer is well versed 
in such things as crop rotation, fertilization, care 
and feeding of livestock and marketing methods. 

Television has played an important part in 
this development. Because of its ability to add 
sight to sound, tv has taken up where radio left 
off in the important function of keeping farmers 
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informed of latest and best methods 
of farm operation, prices, weather re- 
ports and similar matters. 

Across the nation television station 
farm directors cooperate with county 
agents and instigate hundreds of farm 
demonstrations, piowing contests, land 
judging exhibits, fat stock shows and 
county fairs. They work side by side 
with other agricultural experts in 
Future Farmers of America and 4-H 
Club activities, speak to farm gather- 
ings and serve as judges and masters 
of ceremonies whenever and wherever 
called upon. 

The farmer is in the unique position 
of being both a consumer and an in- 
dustrialist. He is a customer for both 
goods and services, equipment and 
supplies, and, for the most part, he 
has the cash to pay for his purchases. 

The farm market was a slow starter 
in the television field. Remote from 
the major pre-freeze tv stations, 
farmers were relatively slow to buy 
sets. Even after the freeze was lifted 
only a relatively small percentage of 
farms had tv receivers immediately. 
And _ set-buying momentum seemed 
slow to grow. 

But then the ball began to roll. A 
year ago it was estimated that 35 per- 
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Special interview on wKy-Tv Oklahoma City 
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WAVE-TV Louisville has a barn studio 


cent of the nation’s farms had televi- 
sion sets. Today the buying wave is 
well underway, and spot checks show 
over 50 per cent of farm families 
watch television regularly on their own 
receivers. 

A survey conducted by WAVE-TV 
Louisville shows that of the 154,010 
farms within the station coverage area 
83,701, or 53 per cent, are television 
homes. A study conducted during 
August and September, 1954, by Iowa 
State College indicates that within the 
wol-Tv Des Moines coverage area 68,- 
650 of the 105,618 total homes in the 
area have tv sets—approximately 65 
per cent. 


Set Ownership High 


One thousand questionnaires sent 
to truck owners with rural addresses in 
the 19-county area served by WFBM-TV 
Indianapolis showed that 85 per cent 
of farmers replying owned tv sets. 

Because of the nature of rural life 
farmers make an ideal television audi- 
ence. On the average, farm viewers 
watch their tv sets from 15 to 20 per 
cent longer each day than urban 
dwellers. Iowa State College revealed 
the average Iowa farm receiver is in 
use about seven hours a day with the 


peak viewing period, 7 to 10 p.m. 
Asked whether they depended more 
on radio or tv for information needed 
for farming, 54 per cent of the Iowa 
farmers said television. Only 27 per 
cent selected radio, while 15 per cent 
said they used both mediums equally. 
‘With the 


farms and the decrease in the number 


increase in the size of 
of farmers, mechanization has become 
increasingly important. The amount of 
machinery needed to operate an aver- 
age farm plant goes up every year. 
Farming is rapidly becoming a factory 
operation. Modern farmers in many 
parts of the country are concentrating 
on a money crop and spending less 
energy on the old concept of trying to 
make the farm self-sufficient. 

As this trend grows farmers become 
bigger customers for the same goods 
and foods as the city dweller. At the 
same time requirements of equipment 
and supplies for his farm factory are 
many. Machinery makers believe the 
market for new and improved farm 
equipment is still on the upgrade and 
predict that the boom market in this 
important field will continue for at 
least ten years. 

The upswing in the production cycle 
is expected to increase. Government 









economists predict a gain of 20 per 
cent per decade for the next two dec- 
ades if farm output is to hold its own 
with demand. 

It is not surprising that national 
advertisers are turning a bigger and 
bigger share of their advertising ap- 
propriations to attracting the farmer’s 
business. Since television’s rapid 
growth has paralleled, in some degree, 
the increase in buying power of the 
farmer and because of the unquestion- 
ed interest which farmers have shown 
in the medium, advertisers are making 
more and more use of television in 
their continuous efforts to reach the 
farm population. 

So important is the farm market in 
great areas of the country that several 
stations have set up their own model 
farms from which to originate agricul- 
tural telecasts. One of the best of these 
is the 350-acre project operated by 


Kentucky, 13 miles from the city of* 
Louisville. The farm isa typical 
modern operation making possible 
seasonal live programs which follow 
the farmer throughout his complete 
work year. 

The central studio is‘ 30’x45’ build- 
ing, located in-the center’ of the farm 


{Gontinued on page 54) 





WAVE-TV Louisville, near Worthington,,: 
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"Til the 
cows come 
home 


A veteran Chicago 
packer looks forward 
to another 90 years 
of proving skeptics 


wrong 





L ate in The Nineties, as the first 
refrigerated railroad car—literal- 
ly an 
slowly 


ice box on wheels—rumbled 
from Chicago eastward, the 
whole future of the meatnacking in- 
dustry seemed to sway like the sus- 
pended beef quarters inside the car. 
Would the idea prove practical? 
Philip Danforth Armour, head of the 
meatpacking company that still bears 
his name and a prime backer of the 
idea, thought it would. 

The ice box stayed on the rails, all 
right. But in the Hoosac tunnel in 
Massachusetts, it got stuck. Engineers 
backed the car out, sawed off the too- 
wide eaves and slipped it back through 
the tunnel like sausage through a link- 
ing machine. The resulting success of 
mobile refrigeration put meatpacking 
on a year-around basis. It also enabled 
Philip Armour to make good his “pre- 
posterous’ claim that, in one plant, he 
could process 1,000 steers daily. 

Today, Armour & Co. is a $350-mil- 
lion business that owns 34 meat pack- 
ing plants, some 200 branch houses, 
60 dairy and poultry plants, sandpaper 
and fertilizer facilities, tanneries and 
milk condenseries. But it is still trim- 
ming its eaves and plunging through 
Hoosac tunnels in order to meet—and 
beat—some of the toughesi competi- 
tion in the country. 


Identified with Tv 


One of Armour’s strongest devices 
to prove its position in the industry 
znd improve its identity is television. 
Its tv bill during the first six months 
of 1954 rang up a network figure of 
more than $637,000, according to 
Publishers Information Bureau figures 
—how much more, the company pre- 
fers not to reveal. Projected on a year- 
that Armour is 
spending almost 15 per cent of its to- 


ly basis, indicates 
tal advertising outlay to sell on tele- 
vision the consumer products which 
are responsible for only around 10 
per cent of the company’s gross vol- 
ume. Clearly, Armour’s ad staff be- 
lieves television is the sirloin in the 
retail stake. (Over half the biggest 
volume item, beef, is sold in bulk with- 
out the Armour label and need not, as 
a result, be advertised.) 

Two very important factors, local tv 
programs and heavy spot schedules, 
boost Armour’s tv weight even higher, 
like corn fattening a steer for market. 


What’s more, the company has been 
helping itself to bigger tv portions 
sieadily, and indications this 
show no change in appetite. 
Prime responsibility for the heavy 
tv helping rests with Frederick W. 
Specht (see cover) who, as president 
and chairman of the board, serves 


year 


Armour with a firm and canny hand. 
He is a notable example of the tradi- 
tion that the company rears its own 
executives, since working for Armour 
has been, literally, his only job. He 
started in 1910 with the sales organi- 
zation at Springfield, Mass., later took 
time out ‘to serve in the first world 
After his 
straight to the top through a series of 


war. return, he moved 
assignments in the sprawling, dynamic 


Philadelphia district, the 


ground for four previous Armour 


training 


presidents. 
Merchandising Specialist 


On_ his up, Mr. Specht de- 
veloped a highly specialized knowl- 
edge of merchandising and is still 
credited today with knowing more 


way 


F. W. Specht 


about advertising and sales promotion 
than anyone on his staff. For example, 
when he was vice president in charge 
of sales a decade ago, he felt that all 
products would move faster if they had 
new packages. The result was single 
packaging for the full line, :edesigned 
for faster brand identification. The 
new label said “Armour” in clear, bold 
letters and gave prominent billing to 
the star that has followed company 
destinies for almost a century. 
Specht’s hard-hitting lieutenants are 
his executive vice presidents, Robert 
E. Pearsall and Harry S. Eldred, both 
veterans of long and honored service 
with Armour. Pearsall’s background 
in sales and merchandising was ob- 


R. E. Pearsall 


tained largely in the creamery busi- 
ness, but he has been putting it to 
work for Armour since 1926. Harry 
Eldred, who specializes in plant man- 
agement and operations, has been with 
the company three years longer. He 
first joined the accounting department 
in 1923, Armour had gone 
through a period of complete financial 
reorganization. 


after 


Advertising head is young Kenneth 
Skillin, a tall, husky executive who 


was a gymnist in college, commanding 


cflicer of a subchaser during the war. 


He has been general manager of ad- 
vertising and sales promotion only 
since August—about the time Armour 
gave its nod to a lonesome comic out 
of Chicago and got one of the year’s 
best television buys, The George Gobel 
Show. 

The Gobel show bloomed for Ar- 
mour when NBC-TV’s Show of Shows 
withered. The packer had liked the 
Caesar-Coca Saturday night spot, audi- 
ence size and makeup because that 
show proved a favorite with many 
teenagers, the target of a concentrated 


H. S. Eldred 


complexion campaign for Dial soap. 
When the vacancy occurred, Armour 
bought the time spot blind. 


Hunted for Program 


Then the packer shopped for a pro- 
gram to fill it. Armour had considered 
Sid Caesar, but chose a _half-hour’s 
three commercial minutes (alternating 
one minute with another sponsor) to 
the two per 20-minute-sequence of the 
hour-long Caesar show. It considered 
Imogene Coca, but worried she might 
be less successful, rating-wise, with- 
out Caesar. It considered Joan Craw- 
ford in a heavy drama series, but the 
film have been 


proposed would 


(Continued on page 83) 


March 1955, Television Age 


K. L. Skillin 








EXCLUSIVE: 





Magnuson 
talks on tv 


As chairman of the Senate Interstate and Foreign 
Commerce Committee, Sen. Warren Magnuson is the 
most important single Congressional influence on the 
television industry in the United States. Since his 
committee is now conducting the most comprehensive 
inquiry ever undertaken of tv network operations, 
TELEVISION AGE has asked for his views on the 


significance of the current studies. 


Now that the Committee counsels, Harry Plot- 
kin and Robert Jones, have filed their reports, 
when do you plan to start hearings? 


There’s an outside chance we may get started by 
March 15, but it’s more likely to be around the be- 
ginning of April. We want to wait until we’ve heard 
what the FCC and the Dept. of Justice have to say 
about the reports, particularly the recommendations 


by Mr. Plotkin. 


Who would testify at these hearings? Will rep- 
resentatives of the networks be invited? 


We shall probably start off with members of the FCC 
and representatives of the, Justice Dept. We’re very 
anxious to have their views on the recommendations 
for network regulation. Of course, we will give the 
tv industry opportunity to testify, not only networks 
but also stations and any other interests who want to 
be heard. We have already asked the networks for 
comment on the reports. 


CBS President Frank Stanton has criticized the 
Plotkin recommendations, insofar as they af- 
fect networks, as “‘mistaken, impractical and 
unwise.” What is your reaction to that? 
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Perhaps I would feel the same way if I were Mr. 
Stanton. It is only natural that a network which en- 
joys such a dominant position as CBS would not want 
anything done which it believes would threaten that 
position. But, as Mr. Plotkin points out, the networks’ 
fears that the FCC Chain Broadcasting Regulations 
of the ’40’s would doom them have simply not ma- 
terialized. 

I do not claim to know enough about network op- 
erations and their effect on the uhf situation to agree 
or disagree with Mr. Stanton. But I do support Mr. 
Plotkin’s statement that if something is not done to 
save uhf it won’t be possible to have a nationwide 
competitive tv service. I want to make it clear, how- 
ever, that I recognize the essentiality of networks in 
television and do not desire to minimize their impor- 
tance or the excellent job they have done for the in- 
dustry and for the American people. 


Why did you submit the Plotkin report to the 
FCC and the Dept. of Justice before the full 
Committee considered it? Under the circum- 
stances, can it be regarded by these agencies, as 
Mr. Stanton emphasizes, as anything more than 


9.99 


‘“‘one man’s”’ opinions? 


There would be no point in asking the Committee to 
vote on the report. None of the members has enough 
expertese to pass on the technical problems involved. 
That is why Mr. Plotkin, who has had long experience 
with the FCC, was selected to make the study. It is 
true that the report represents Mr. Plotkin’s thinking, 
but that is no reason why the Commission and the 
Justice Dept. should not give it the most serious con- 
sideration. It should be considered on its merits. 

You will recall that in transmitting the report to 
the full Committee I said I found it provocative and 
commended it as an excellent basis for pursuing our 
inquiry. 


Mr. Plotkin feels that there should be as many 
networks as possible and that there should cer- 
tainly be more than two. How many networks 
do you think the economy can support? 


If we can increase the number of stations in impor- 
tant markets by saving uhf and make it possible for 
all stations to have a chance to compete for the best 
programs, I don’t see why the economy should not be 
able to support at least four healthy tv networks. 
Obviously, the more stations we have, the greater the 
economic base for networks. 


























If the recommendations of the Plotkin reports 
are carried out, do you think it would mean a 
big boost to companies producing film pro- 
grams specially for tv? 


My philosophy is there ought to be free competition 
in the program market place and that no inherent ad- 
vantage should be given any segment of program 
production. Under such conditions, I believe it would 
be “the best man wins.” Implementation of the rec- 
ommendations, I feel, would provide greater incen- 
tive for the video film producers and better programs 
for the public. 


Do you think additional legislation is needed to 
solve the problems covered in the report? 


The Supreme Court has held that the FCC has broad 
authority in the field of network regulation. However, 
if the hearings show that the FCC lacks the authority 
to deal with these problems, I will immediately in- 
troduce the necessary measures. 


Do you feel that AT&T rates (for intercity tv 
facilities) are a deterrent to the fullest de- 
velopment of the broadcasting industry? 


I don’t want to prejudge the issue, but I do feel that 
the FCC should go into the subject in a formal pro- 
ceeding at a very early date. 


If the FCC does not institute such proceedings, 
will your Committee take up rates at its hear- 
ings? 


We’ve asked the Commission for a report on this 
matter in six months, with interim progress reports 
at 60-day intervals. I have no reason for assuming 
that the Commission won’t be alert to its responsibil- 
ity on this highly important question. 


What are the overall objectives of your Com- 
mittee studies? 


The Communicaions Act, under which the FCC was 
established, was written over 20 years ago and there 
have been no major changes since. Yet the industry 
has grown by leaps and bounds and now we have 
television which has become probably the most im- 
portant medium of mass communications in the United 
States. It is our responsibility to see to it that the 
medium is used for the benefit of all the people. 
That’s our job. 











WARREN GRANT MAGNUSON was born 
April 12, 1905, in Moorhead, Minn. He attended 
the University of North Dakota and North Dakota 
State College. He took his law degree at the Uni- 


versity of Washington. 


Sen. Magnuson’s political career began in 1931 
when he became special prosecuting attorney for 
King County which includes Seattle. The following 
year he was elected to the state legislature. Although 
still in his twenties, he made an outstanding record. 


In 1936, at the age of 31, Mr. Magnuson was 
elected to his first term in the U. S. House of Rep- 
resentatives. He was reelected for three successive 
terms and in 1944 was elected to the Senate. He 
was re-elected in 1950. His present term ends Jan. 
3, 1957. The Senator is a Democrat. 


Although his work in Congress involved many 
duties essential to the prosecution of the war, Mr. 
Magnuson saw active service as a Lieutenant Com- 
mander with the Pacific Fleet. 


In addition to being chairman of the Senate 
Interstate and Foreign Commerce Committee, Sen. 
Magnuson is chairman of the Merchant Marine and 
Fisheries subcommittee. He is also chairman of the 
Independent Offices subcommittee of the Appro- 
priations Committee. 


Sen. Magnuson’s legislative achievements include: 
authorship of the General Welfare act, out of which 
grew the Social Security program; chairmanship of 
the Alaska-International Highway Commission, 
whose studies resulted in the Alaska highway; spon- 
sorship of the House bill to create the National 
Cancer Institute and authorship in the Senate of 
the bill to establish the National Science Foundation. 


A bachelor, Sen. Magnuson makes his home in 
Seattle. In the Capital he is occasionaily seen at 
the University and the Burning Tree Golf Clubs. 
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w* Hollywood’s movie studios 


about 65 per cent given over to 
video, it is well known that television 
films have become a major business. 
Production has grown to such bounds, 
however, that just transporting the 
output is now becoming a field of its 
own. In fact, tv recordings might be 
called the film that launched a thou- 
sand shipments, for that is the num- 
ber that goes out every two hours of 
the working day.* The traffic is ter- 
rific. 

To wit, the increase in the value of 
all film shipments between 1952 and 
1953, largely attributable to television, 
was more than $37 million, according 
to the U. S. Dept. of Commerce. 

Railway Express Agency reports an 
estimated 700,000 of its air shipments 
last year—about 15 per cent of its 
gross volume—were tv film. 

The broadcasting 
spends an annual $5 million just to 
exchange films, according to an esti- 
mate of Bonded Television Film Serv- 
ice, a freight-forwarder. 

Or, at the local level, one station in 
Denver spends $250 every week, just 
to receive and return filmed programs. 

The significant fact, however, is that 
all this activity results from only 416 
stations. Films and television seem to 
have made an oil-in-Oklahoma match. 

The rate of exchange is not only 
great; it must also be fast. Timing 
has become almost as precise in dis- 


industry now 


*Emery Air Freight estimates that all forms 
of transportation carry some 5,000 shipments 
of tv film daily.. tena 
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tributors’ shipping depaftments as it 
is on the air in televisio 
the word “deadline” ca 


studios, and 
usually be 


counted on to win an argument. Says 






one distributing head, “It’s\just routine 
to rush now. We live by the\clock . . . 
With us, if a program is tenyninutes 
late, we're dead.” 

Noting that a decade or two ago; 
movie newsreels impressed the business 
world with their efficiency in meeting 
semi-weekly deadlines, Frank Lapore, 
NBC Film Division manager of film 
and kinescope operations, says, “We’ve 
had to equal—or better—newsreels in 
four years’ time, just to stay in busi- 
ness.” What’s amazing about it, he 
feels, “Is the very fact that it’s pos- 
sible.” 


Services Being Developed 
How’s it been done? Much of the 


credit goes to transportation com- 
panies, some of whom have worked 
with major distributors from the start 
to plan needs and develop services to- 
gether. 

There are at least five different ways 
to ship film: 1) Parcel Post, which has 
low rates and provides reasonably 
prompt—albeit slow—delivery. 2) 
Motor freight, especially good for the 
short haul where it is usually quicker 
and cheaper than other transportation. 
3) Railway Express, which provides 
door-to-door service and is reasonably 
fast. For instance, from New York, 
Railway Express takes about two days 
to Chicago, three or four to St. Louis; 


five to Denver, and a week to the West 
Coast. 4) Air Freight, which is also 
door-to-door, but faster—and mdre 
expensive—than Railway Express. Air 
Freight rates start from a 50-pgund 
half- 
hour film and its carton wejéh only 
about four pounds. 5) Ai Express, 
which has the highest piffine priority 

hich gives 


minimum, however, whereas 


t 24-hour service 
anywhere in the country. 

Roughly speaking, comparative 
prices for shipping a 50-pound bulk 
from New York to California are: 
Parcel Post, $9; Railway Express, 
$10; Air Freight, $15. Air Express, 
for only five pounds costs $5.75. 

But it seems unfair to quote prices, 
alone, since other factors are also im- 
portant. Some of them are depend- 
ability of handling and _ insurance 
against loss, ease of tracing should a 
parcel be mislaid or misdirected, as- 
surance of arriving on time (especially 
important when deadlines loom) , proof 
of receipt by signature, vulnerability 
to weather conditions. 

In fact, there are many companies 
whose business is thriving merely be- 
cause they provide extra handling 
services. Twenty-some serve exclusive- 
ly as air-freight forwarders. 

One of the leaders is Emery Air 
Freight, founded right after the second 
world war by John C. Emery, 52, who 
commanded all wartime air shipments 
for the U. S. Navy. His company feels 
the important thing in handling film is 
not only cost, but also dependability. 
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The import > 
of transport 


me, aaa a — 
The show must go on, but in the case of tv film, it must also get there 


we 


Like registered mail and Air Express, 
Emery requires a signature for delivery. 
Like Air Express, it can also estimate 
time of delivery in advance with rea- 
sonable accuracy. And like the U. S. 
Navy, it “monitors” shipments as they 
progress along the route, not after they 
have arrived for delivery. 

“Anyone can send things by ox cart,” 
says the voluble Leonard G. Hunt, 
Emery vice president, but the trick lies 
in last-minute handling of an already 
slow parcel. Emery, which has built its 
reputation on cool delivery of “hot 
packages,” boasts a failure record of 
less than 3 per cent. 


Group Handling Proposed 


Assemblying film shipments (for 
group handling) has been proposed by 
Emery to the four networks. They have 
so far refused it. But department stores, 
which are also notably competitive, 
have accepted the idea, Mr. Hunt re- 
veals, “and tv stations will come to it.” 

Some already have. More than 100 
tv outlets, for example, are clients of 
the nine-month old Freight Savers, Inc., 
which realizes its greatest volume from 
Railway Express shipments. Like its 
competitor, Bonded Television Film 
Service, Freight Savers has built a 
business on the fact that stations must 
pay shipping charges on most of the 
films they rent. (Some distributors, like 
CBS Television, pay one way.) And 
with most carriers having sliding 
scales, it costs about as much to ship 
a single reel weighing four pounds as 


“Pie 
ae 
ee 


. . na 
ten reels weighing - a a 
In the past, stations sually didn’t 


return films until thef had “saved up” 
enough reels for oye distributor to get 
the maximum begefit of the minimum 
fee. Now, they cdn send 10 films to 10 
different distribytors—and still pay a 







single-package rdte—by directing the 
entire group to Kreight Savers. The 
latter, in turn, distibutes the films 
the secondary addressé®s 






Tious 
distributing companies. In exchange 
for this service, which saves on freight 
fees for stations and draws films back 
more promptly for distributors, Freight 
Savers charges according to volume 
handled. Clients of the new company 
include KING-Tv Seattle, wiRK-TvV West 
Palm Beach, KmMip-tv Midland, Texas, 
and WSEE Erie. 

The biggest problems for Freight 
Savers, according to New York man- 
ager Marvin Allison, result from mis- 
directed prints, lost reels and incorrect 
packing. To solve them, the company 
has men in the field to help educate 
station film staffs—sometimes made up 
of high school students—in proper 
handling and shipping techniques. 

Regardless of the company or trans- 
port used to ship film, however, the 
business is centered in the East. It’s es- 
timated that 62 per cent of all ship- 
ments are focused in New York; 23 per 
cent, in Los Angeles, and the remaining 
15 percent in other markets combined. 
(As a result, most distributors have two 
main shipping points, New York and 
Los Angeles.) 







~~" 


gt 


~ a, a 
\ There are—several -obvious reasons 


for“this dual centralization. One, of 
courad, is that most distributors main- 
tain hdme offices in New York. Another 
is thaf¥ most production and printing 
are hgndled in Hollywood. (The film 
capiyh according to a New York Times 
espmnate, will spend $80 million on tv 
m production this year.) A third 
reason is that the nation’s transporta- 
tion network sems to be anchored to 
both New York and Los Angeles. And 
a final, but important reason for New 
York’s superiority is the preponderance 
of television stations, themselves, in 
the Eastern region. 


Distributors Don’t Agree 


Each distributor seems to have his 
own schedule for actual film-exchange, 
but perhaps the most complicated work 
falls to network film departments. For 
example, the networks have kinescopes 
(which can be used only within 60 
days of the original telecast), network 
filmed programs (which may have first, 
secondary or even tertiary play dates) 
and syndicated film features (which are 
considerably freer of time limits). Or- 
ders for these come from network sales 
departments, stations and agencies. 

Further, the longevity of the differ- 
ent films varies. A kinescope is usually 
good for only two trips before its 60- 
day time limit is up, while a syndicated 
print will last through 10-12 play dates 
(with about 15 to 20 screenings, tests 


(Continued on page 87) 
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Most station 
spot rates are 

cheaper 
than network, 
but on some 
the reverse is 


true 


What price 
television? 






ver wonder which costs more—net- 
E work or national spot time? Ad- 
vertisers and their agencies face that 
question nearly every day and the an- 
swer, they find, is—it depends. 
Suppose you figure it this way. An 
hour of Class A time, one time, on every 
station in the top fifty-four markets in 
the nation at the network rate would 
cost $151,050. If, on the other hand 
you bought the same stations, same 
time, and were billed at the national 
spot rate, the charge would be $131,055. 
That’s a nice round saving of $20,000. 
Just a minute now. Let’s not jump to 
conclusions that spot is cheaper. There 
are 136 stations in those 54 markets, 
112 of which are network affiliated and 
have a network rate. A little figuring 
shows that of these 112, 14 stations, or 
12 per cent of the total number, charge 
more for an hour of national spot time 
than they do for network. Another 23 
charge exactly the same for both spot 
and network. So here you have a com- 
bination of 37 big stations in big mar- 
kets which would cost more to buy 
on a spot basis than they would net- 
work. 
Surprising? Not to a timebuyer. He’s 
used to discovering such oddities in rate 
structure. He could tell you, in fact, 
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New York 
WABC-TV vhf 
WABD vhf 
WATV vhf 
WCBS-TV vhf 
WOR-TV vhf 
weir vhf 
WRCA-TV vhf 
Chicago 

WBBM TV vhf 
WBKB vhf 
WGN-TV vht 
WNBQ vhf 
Los Angeles 
KABC-TV vhf 
KCOP vhf 
KHJ-TV vhf 
KNXT vhf 
KRCA vhf 
KTLA vhf 
KTTV vhf 
Philadelphia 
WCAU-TV vhf 
WFIL-TV vhf 
WPTZ vhf 
Detroit 

CKLW-TV vhf 
WJBK-TV vhf 
ww-TV vhf 
WXYZ-TV vhf 
Pittsburgh 

WDTV vhf 
WENS uhf 
Boston 

WBZ-TV vhf 
WNAC-TV vhf 
WTAO-TV uhf 
(Cambridge) 
Providence 
WJAR-TV vhf 
WNET uhf 
Cleveland 

WEWS vhf 
WNBK vhf 
WXEL vhf 
Steubenville-Pittsburgh 
WSTV-TV vhf 
Wheeling 

WTRF-TV uhf 
San Francisco 
KGO-TV vhf 
KPIX vhf 
KRON-TV vhf 
KSAN TV uhf 
Stockton 

KOVR vhf 
KTVU uhf 
New Haven 
WNHC-TV vhf 
Johnstown 
WARD-TV uhf 
WJAC-TV vhf 
Cincinnati 
WCPO-TV vhf 
WERC-TV vhf 
WwLW-T vhf 
Milwaukee 
WCAN-TV uhf 
(x)WOKY-TV uhf 
WTMJ-TV vhf 
wrtvw vhf 
(x)CBS affil. 4/22/55 
St. Louis 

KSD-TV vhf 
KWK-TV vhf 
WwTVvI uhf 
(Belleville) 
Indianapolis 
WFBM-TV vhf 


1,063,130 


1,045,000 
1,063,000 


1,034,694 
281,831 


1,016,110 
1,016,700 
1,033,430 

125,000 


968,000 
112,000 


877,288 
805,604 


724,140 
717,145 
525,000 


NETWORK 


Network and Spot Rates 


(Including each market where top station | 


(1 hr. nite) (1-hr. nite) (20-sec.) 


$4,250 
3,200 
5,500 


6,200 


3,000 
2,200 
2,200 


3,300 


~ 
3 


— 20 oe ne be te nee 
* eves i ee oh 


TTT. 


1,150 
DuM-CBS 200 
ABC-Bonus 


1,750 


» 
3 


ABC-1,750 
DuM-1,500 


pe ps 
338 3 & 
$s 








NAT. NAT. NAT. 
SPOT SPOT SPOT 
(Jan. °55) 
(ID) 
$3,100 $350 
2,200 425 212.50 
2,000 240 144 
6,000 1,500 750 | 
1,500 200 — ' 
1,500 200 100 
6,200 1,575 815 
3,000 625 300 
1,650 350 160 
1,500 Live 310 155 
1,250 Film 
3,300 600 275 
1,500 350 175 
900 150 100 
1,000 120 60 
2,700 550 275 
2,500 575 250 
1,250 230 115 
1,400 320 185 
2,400 500 250 
2,000 375 187.50 
2,500 500 250 
1,100 220 90 
2,000 400 160 
1,600 320 128 
1,500 275 125 
1,400 200 100 
450 30 45 
2,000 400 200 
1,700 340 170 
250 50 25 
1,000 180 90 
200 40 20 
| 
1,200 Live 330 100 
1,050 Film 
1,300 375 185 
1,700 375 150 
400 80 40 
400 80 40 
1,100 220 110 
1,250 260 130 
1,300 270 135 
225 18 10 
700 150 15 
385 15 37.50 
800 160 80 
200 37.50 15 j 
7150 150 68 
850 135 50 
1,000 165 60 
1,000 160 50 
600 100 50 
400 70 35 
1,150 180 72 
950 190 95 
1,200 200 100 
1,000 200 100 
400 45 25 
960 180 90 
800 80 
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144 
750 
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in Top Television Markets 


claims coverage of 300,000* or more sets) 


Washington 


WMAL-TV vhf 
WRC-TV vht 
WToP-TV vhf 
WTTG vhf 
Dayton 

WHIO-TV vhf 
WLW-D vhf 
Lancaster 

WGAL TV wht 
Bloomington 

WTTv vhf 
Baltimore 

WAAM wht 
WBAL-TV vhf 
WMAR-TV vhf 
Mpls.-St. Paul 
KEYD-TV vhf 
KSTP-TV vhf 
wcco-TV vhf 
WMIN-TV vhf 
WTCN-TV vhf 
Atlanta 

WAGA-TV vhf 
WLW-A vhf 
WSB-TV vhf 
WQXI-TV uhf 
Monterey-Salinas 
KMBY-TV vhf 
KSBW-TV vhf 
Grand Rapids-Kalamazeo 
wooD-TV vhf 
WKZ0-TV vhf 
Richmond 

WTVR TV wht 
Huntington 
WSAZ-TV vhf 
Santa Barbara 
KEY-T wht 
Altoona 

WFBG-TV vhf 
Greenville, S. C. 
WFBC-TV vhf 
WGVL-TV uhf 
Kansas City 
KCMO-TV vhf 
KMBC-TV vhf 
WDAF-TV vhf 
Charlotte, N. C. 
WAYS-TV uhf 
WBTV-TV vhf 
Buffalo 

WBEN-TV vhf 
WBUF-TV uhf 
WGR-TV vhf 
Columbus 
WBNS-TV vhf 
WwLW-cC vhf 
WTVN-TV vhf 
Charleston, W. Va. 
WCHS TV vhf 
WKNA-TV uhf 
WOAY-TV vhf 
(Oak Hill, W. Va.) 
Dallas-Ft. Worth 
KRLD-TV vhf 
WFAA-TV vhf 
WBAP-TV vhf 
Louisville 
WAVE-TV vhf 
WHAS-TV vhf 


Set figures are from TELEVISION 


SETS 


600.000 
655,000 
646,900 
620,000 


637,330 
320,000 


602,350 


492,371 
492,371 


460,860 
539,390 


473,643 


463,591 


453,692 


447,128 


NETWORK 


(x) 


ack January Set 


stations. Rates are from January rate cards. 


NAT. 
SPOT 


NAT. 
SPOT 


(1 hr. nite) (1-hr. nite) (20-sec. 


75 


70 


70 


Live 32.50 


sss 


87.50 


(Continued on page 84) 


950 600 120 
1.450 1,000 275 
1,500 1,500 300 

950 600 120 

DuM-850 wf 
CBS-975 800 175 

850 800 140 

900 900 180 
1,000 800 150 

DuM-1,200 

ABC-1,300 975 175 
1,450 1,100 200 
1,450 1,100 200 

800 600 120 
1,250 1,200 230 
1,250 1,100 275 

950 750 150 

950 750 150 

DuM-800 
CBS-950 850 135 

850 700 vo 
1,050 900 140 
—_— 200 35 

200 300 60 

200 300 60 

800 900 Live 150 

800 Film 

1,000 900 170 

800 875 140 

775 700 140 

350 400 80 

500 100 

400 400 100 

200 200 40 
1,075 750 150 
1,075 540 180 
1,200 860 172 

150 200 40 
1,000 900 225 
1,125 800 140 

350 350 15 

65 

1,100 800 140 

850 730 150 

900 800 140 

800 600 100 

500 550 125 

300 350 70 
1,250 850 175 

(x) 1,150 900 180 
(x) 1,150 800 160 
Combination Rate-1500 

950 850 170 

850 350 170 
Count, 


based on reports submitted by 
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that the complexities of station rates 
are so great that there is no real rule 
of thumb by which to go. You just pick 
the markets you need for a campaign 
and figure the cost station by station if 
you want to compare network and spot 
costs. 

Going back to our top 54 markets 
(the accompanying table lists them and 
compares station network and spot 
rates). If 37 stations charge more, or 
as much, for spot time as they do for 
network where did that $20,000 savings 
come from in our first example? 

That is easy. The savings comes from 
the rest of the stations in the group. A 
total of 23 charge somewhere between 
1 and 10 per cent less for spot than for 
network. The next 39 discount spot at 
rates varying between 10 and 25 per 
cent and the final 
lor spot over network ranging as high 
as 50 per cent. 


13 have discounts 


Reasons? Well, there are as many as 
there are stations. Rates are set, of 
course, on the value of the station as 
an advertising medium. If you have the 
number one station in an important 
market, you charge the number one 
rate and advertisers find that it pays 
lo pay it. 


Rate Structure Is Changing 


It isn’t as easy to explain why com- 
parative rates of network and spot show 
such a vast difference. Here it comes 
down to the situation in which each 
station finds itself. Network rates de- 
pend most often on which is in the 
stronger position—the station or the 
network. If the network needs the sta- 
tion the answer is obvious. It pays what 
it has to pay in order to get it. If, on the 
other hand, the station needs the net- 
work—and only a few stations are in 
the position where they feel they don’t 
—then the shoe is on the other foot, and 
the rate structure is influenced. 

And the rate situation is constantly 
changing. Nearly a year ago TELEVISION 
AGE made a study comparing network 
rates with those for spot and found that 
of the 365 stations then on the air 131, 
or 36 per cent, had the same rate for 
both. Today only 20 per cent of the 
stations in the top 54 markets have the 
same rate. 

A year ago 110 of the 365 stations 
had higher network rates than spot 
rates. That’s 30 per cent of the total. 

(Continued on page 84) 
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Telling the toy story 


Television 

helps parents pick 

the “right” playthings 
for their children 








_— and mothers always want 
the best for junior. They see that 
little Jimmy or Betty is warmly clothed 
and housed, fed wholesomely and 
tucked in early every night. 

These essentials taken care of, par- 
ents are inclined to breath a sigh of 
relief and sit back with satisfaction 
while junior goes about the important 
business of playing with his toys. 

And that, any child psychologist will 
tell you, is important business. 

Making sure that the toys with 
which he plays are safe, sturdy and 
well-made and at the same time “right” 
for his age and intelligence group 
has become the self-imposed responsi- 
bility of an independent business or- 
ganization called the Toy Guidance 
Council. 

Founded in 1938 by Melvin Freud, 
a former advertising agency executive 
specializing in the toy field, the Coun- 
cil has become a leading authority 
on toys, seeking to influence a wider 
and wiser selection of correct play 
equipment and, incidentally, promot- 
ing the sale of toys made in America. 


Many Manufacturers Cooperate 


Nearly every important toy manu- 
facturer cooperates with the Council 
and its well-rounded program of get- 
ting the toy-buying public—parents 
and givers of gifts to children—to 
know which types of playthings are 
right for their youngsters. 

Before 1954 the Council had used 
many methods: lectures to parent 
groups, newspaper articles, magazines, 
and catalogs. Great strides were made 
in its twin purposes of educating buy- 
ers and selling toys. Early in 1954 
President Freud wanted to expand and 
broaden the TGC program. He de- 
cided to try the medium on which his 
educational program could not only 
be explained, but could also be dem- 
onstrated. 

“We chose television to spearhead 
our efforts in 1954,” explains Mr. 
Freud, “because we believed that the 
medium’s unique audio-video appeal 
offered us an excellent opportunity to 
reach a tremendous interested audi- 
ence effectively.” 

Word went out along Madison 
Avenue that something was in the wind 
at the Toy Guidance Council. Adver- 
tising agencies, large and small, sensed 


(Continued on page 53) 






































see an 
elephant 
blush? 











From 5:00 to 5:30 weekday afternoons, ‘‘Elmer the Elephant’’ (with his trainer 
John Conrad) commands the loyal attention of Chicagoland moppets with his 
program of old-time movies and fun. But popularity is only part of the story. 


At WNBQ no one forgets for a moment that 


THE PAY-OFF IS AT THE POINT-OF-SALE 


The result is high sponsor-satisfaction and unsolicited posies like this recent one 
from Mr. Mark Schreiber, President of Mark Schreiber Advertising of Denver, 
in behalf of Glitter Art coloring sets: 


sé 


. the results we have achieved this year using ‘Elmer the Elephant’ have 
been most gratifying. Our large outlets are F. W. Woolworth stores and Walgreen, 
and we have had excellent sales results with the product in your area, using your 
station exclusively. It speaks well for the kind of job WNBQ can do...”’ 


Elmer modestly points out that he’s ready to do the same job for you. So are 
other home-grown, top-rated programs in WNBQ’s famous ‘Chicago School’’ 
tradition—backed by the most active promotion and merchandising service in town. 


To make sure Television pays off for you in Chicago, call your NBC Spot Sales 


representative, or 
TELEVISION 
IN eae 


a@ service oj 


REPRESENTED BY NBC SPOT a 
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Television and the Iowa farmer : 


More than half of Central lowa’s farm TV families 
have owned their television sets longer than two 
years, establishing them as key members of the WOI 


Television audience. 


1OWA STATE COLLEGE 


AMES-DES MOINES 


100,000 WATTS 
CBS ABC DUMONT 
REPRESENTED BY 














Toy (Continued from page 50) 


a juicy piece of business—providing 
they could come up with a workable 
plan for spreading the Council’s 
message. 

Many ideas were submitted. Most 
involved network television on a na- 
tionwide hookup with either the guar- 
anteed audience, which participation 
on an established program insured, or 
the gamble of launching a new and 


untried show. 


Different Conception 


But one agency, Friend Reiss Ad- 
vertising, had a different conception. 
Why not, said Ed Ratner, the agency’s 
radio-television director, buy the best 
available children’s programs in the 
nation’s top markets, show and demon- 
strate the toys and tell buyers where 
the best could be obtained 
area? 

The idea appealed to Mr. Freud. He 
wanted to know more about it. What 
would it cost? How much of the nation 


in each 


would be reached? How many mar- 
kets would be necessary? 


That’s when Ed Ratner really got 
to work. Taking the TELEVISION AGE 
set count as the best means of judging 
station circulation, he selected the na- 
tion’s top fifty markets. Checking rates 
and availabilities of children’s shows, 
he found that it would be possible for 
the Council to buy top-rated half-hour 
children’s programs in these markets 
for a 13-week period and still stay 
within the $500,000 budget that had 
been considered for the project. Cover- 
ing these markets would mean, he 
figured, reaching 92 per cent of the 
nation. By buying the shows the spon- 
sor could use his commercial time for 
the demonstration he wanted. 


Project Given Approval 


The project was okayed in its en- 
tirety by the Toy Guidance Council. 
decided 
should go on during the 13 weeks be- 


It was that the campaign 
fore Christmas, the big toy-buying 
season. 

Every manufacturer was allowed to 
submit as many toys for consideration 
as he wished. A system of three panels 
was set up to pick outstanding ex- 
amples of American-made toys. The 


first panel was made up of retail store 


buyers. The second screening was by 
a group of wholesalers, handling the 
various toys. 

The third panel was made up of 
prominent consumers and child edu- 
cators. It was this panel’s responsibil- 
ity to pick the final 104 toys which 
were to be demonstrated in groups of 
eight on the thirteen tv 

They had the right to discard any 


toy previously selected. Theirs was the 


programs. 


final decision as to whether a toy was 
right for children. Introduced to the 
idea, manufacturers were quick to re- 
spond. Thousands of toy entries 
poured into the Council. These were 
screened out, according to plan, until 
only 104, manufactured by 79 differ- 
left. Each 
manufacturer was assessed approxi- 
mately $5,000 for each toy selected to 


pay the cost of the campaign. 


ent manufacturers, were 


The final group of toys was divided 
into subgroups of eight for demonstra- 
filmed 


each program. According to the for- 


tion on the commercials for 
mat the entire 104 were shown once 
on each program, then the selected 
eight were demonstrated. by experi- 
enced child actors and actresses. 


Nation-Wide Cooperation 


Stores in all parts of the nation 
were quick to realize the tremendous 
sales impact the program would have. 
Around 3,500 stores not only paid a 
membership fee of $15 and displayed 
the distinctive TGC plaque, but agreed 
to stock each of the 104 Prestige Toys, 
as well. These stores were allowed to 
participate in the program through 
mention of their names and addresses. 
Window posters and other material 
and services were made available for 
store tie-in with the campaign. 

Throughout the summer Mr. Ratner 
spent their 
selecting the best programs available 
in the picked markets. Finally the 


and his assistants time 


program was placed in 45 cities, all 
on high-rated children’s shows. 
Among the stations and programs 
selected were wsB-Tv Atlanta, Woody 
Willow; WAamM-tv Baltimore, Film 
Funnies; WNEM-TV Bay City, Mich.; 
wBz-Tv Boston, Bob Emery Show; 
WBEN-TV Buffalo, Toyland Theatre; 
wBtv Charlotte, Toyland Movietime; 
wen-Tv Chicago, Bob Atcher’s Play- 
WCPO-TV The Al 


time; Cincinnati, 








Lewis Show; wxe-ty Cleveland, King 
Jack’s Toybox; wraa-tv Dallas, Kiddie 


Carnival; wiw-D Dayton, Cartoon 
Show; «stv Denver, Captain Ozie 
Waters; wxyz-tv Detroit, Cowboy 


Colt; KtsM-tv El Paso, Uncle Roy’s 
House; KPRC-TV 
Movies; wsaz-Tv Huntington, Cartoon 
Carnival; wWFBM-TV Indianapolis, Toy- 
land Western; WMBR-TV Jacksonville, 
Toyland Playtime; wkzo-tv Kalama- 
zoo; KCMO-TV Kansas City, Renfrew 
of the Mounted; wea.-tv Lancaster, 
Uncle Josh and his Friends; wWJ1M-Tv 
Lansing; KNXT Los Angeles, Space 
Funnies; wHas-Tv Louisville, T-Bar-V ; 
wTMJ-Tv Milwaukee, Toyland Movie- 


Houston, Western 





President Melvin Freud 


time; WTCN-TV Minneapolis, Aartoon 
Kapers; wnuc-tv New Haven, Out- 
door Adventure Club; wosu-ty New 
Orleans, Toyland Western; WCBS-TV 
New York, Space Funnies; WTAR-TV 
Norfolk, Fun House; Kwtv Oklahoma 
City, Cowboy Theatre; wow-tv Oma- 
ha, Trail Time; wcau-tv Philadelphia, 
Junior Hi Jinx Playtime; wortv Pitts- 


burgh, Happy’s Party; WHEC-TV 
Rochester, Uncle Eddie’s Clubhouse; 
Ksp-tv St. Louis, Terry and the 


Pirates; Ksu-Tv Salt Lake City, Uncle 
Roscoe; KGBS-TV San Antonio, Sage- 
KPIX San 
Captain Fortune; WRGB-TV 
tady, Toyland Western; KING-TV Seat- 
tle, Sheriff Tex; wspv-tv Toledo, Fun 
WTOP-TV Billy 


brush Shorty; Francisco, 


Schenec- 


Washington, 


Farm PY 
Johnson Show. 
Each 


campaign with merchandising efforts. 


station cooperated in the 


(Continued on page 74) 
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Farm (Cont'd from page 41) 


yard. Sliding doors on both sides and 
swinging doors on the ends permit 
large equipment, farm animals and 
other exhibits easy entrance and exit. 
Proper control panels, special wiring 
for the electric load, flood lights and 
a sky light are included. The floor is 
partly concrete, partly crushed rock 
—the concrete permitting easy move- 
ment of the two cameras from place to 
place. 

Shirley Anderson, president of the 
Kentucky Association of County Agri- 
cultural Agents and a widely known 
expert in farm management, is in 
charge of programs originating on the 
farm. James Paxton Marshall, former 
instructor in agriculture for the Vo- 
cational Agricultural Program, is his 
addition to Mr. 
Anderson and Mr. Marshall each pro- 
gram requires a producer and director, 
two camera men and the usual com- 
plement of 


able assistant. Ja 


audio, switching and 
supervisory engineers. There are two 
farm attendants whose primary duties 
are to control and bring into proper 
range animals used on the programs. 
Switching and camera control | are 
handled by the station’s mobile unit. 
One of the farm’s silos is used as a 
micro-relay tower to send the signal 
back to the downtown studio. 


Rehearse at the Farm 


A 22-hour rehearsal period is held 
at the farm before a program goes on 
the air. Including rehearsal time, 42 
man hours; time of the producer and 
director, 11 hours; farm director, 40 
hours; and farm manager, 5 hours, 
station executives estimate it takes an 
average of 108 man hours per week to 
produce a program. 

Typical examples of the programs 
directed to the farmer by television 
stations include: 

e wol-Tv Ames. Weather and News, 
12-12:30 p.m. Monday through Satur- 
day. Incorporating short farm fea- 
tures, weather, markets, news and mu- 
sic. Farm Facts 8:30-9 p.m. Mondays. 
Program concentrates upon projects 
of agricultural production. Two fea- 
tures, usually related in some tangible 
way, are included on each program. 
For instance, a 13-minute’ segment 
may be concerned with the marketing 
of beef, while a second feature may 
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demonstrate methods of beef selection 
and preparation. Down to Earth, 7:30- 
8 p.m. Tuesdays. Designed to interest 
all Iowans this program concentrates 
on farm interests. Subjects range from 
pruning fruit trees and the control of 
insects and rodents to discussions of 
economic policy. 

e wmrt-Tv Cedar Rapids. TV Alman- 
ac, 12-12:30 p.m., Saturdays. Features 
news, weather and markets for the first 
ten minutes, then live demonstrations, 
guests, film features and still pictures. 
On Wednesday nights a fifteen-minute 
music show is sponsored by Kent 
Feeds. The 12-12:15 p.m. weekday 
weather and market show is slanted 
directly to the farm audience. It is 
sponsored by DeKalb Seed Corn and 
Chicks and Purina Feeds. Chuck Wor- 
cester, farm service director, and Bob 
Nance, farm editor, handle the pro- 
grams. 


Livestock Guest Stars 


e wBBM-Tv Chicago. Farm Daily, 
6:45-7 p.m. each week day. George 
Menard, farm director, presents the 
opening livestock market estimates, 
of the 


area, exhibits interesting grain varie- 


weather, interviews farmers 
ties, farm gadgets and machinery and 
explains any news developments of un- 
usual interest to agricultural areas. 
Another weekly program presented by 
Mr. Menard is Farmtown, USA, 2-2:30 
p.m. Sundays. Interesting farm topics 
are discussed with state and national 
agricultural leaders, using livestock, 
poultry and other farm products to 
illustrate points made. The program is 
popular with city folk as well as 
farmers. Mail pull of the program has 
been demonstrated several times. A re- 
cent offer of an apple booklet brought 
1,100 requests. Another on 
brought over 2,000. 

e wNBQ Chicago. Town and Farm, 
6:45-7 a.m. Monday through Friday. 
Everett Mitchell gives the latest crop 


lambs 


market summaries, weather reports and 
specialized feature information and in- 
terviews of interest to rural audiences. 
The program is sold on a participating 
basis. In addition to the regular local 
program the station has originated a 
number of network special events 
covering the farm scene such as the 
International Live Stock exposition and 
other important farm events of the 


midwestern area. 


* wLw-T Cincinnati, WLW-D Day- 
ton, WLW-c Columbus (Crosley sta- 
tions) Forecast for Today, 6:45-7 a.m. 
Monday through Friday. Howard 
Chamberlain gives the latest farm bul- 
letins and farm news over the three 
stations with John Kennedy, Dayton, 
and Dave Nichols, Columbus, cutting 
in for news for those areas. Film clips 
of farming events are used frequently. 
Show closes with up-to-minute weather 
report. WLW-A Atlanta (Crosley). On 
the Farm, 12:30-1 p.m. Saturday. Farm 
director W. R. Morrison interviews ex- 
perts in the agricultural field and offers 
special demonstrations. Each program 
includes a review of farm news and a 
special weekly weather forecast. The 
Crosley stations operate “Everybody’s 
Farm”, a typical and practical mid- 
western farm plant under the direction 
of resident manager Jack Conner. This 
is used for special film sequences which 
are used on Forecast for Today and for 
radio programs but at present no tv 
programs originate there. Farm Direc- 
tor Bob Miller says that many of the 
radio programs now originating there 
are adaptable to tv and plans are under 
consideration for scheduling some of 
them regularly. 


Farm Audience in Denver 


e KLz-Tv Denver. Daily life farm 
program and twice-daily weather fore- 
casts are beamed to the farm market. 
prepared by the Krick 
are un- 


Forecasts, 
Meteorological 
usual and different. 

e wHo-Tv Des Moines. TV-RFD, 
12:30-1 p.m. daily. Stressing the inter- 


Consultants 


dependence between agriculture and 
starts 


other vocations, the program 
with farm headlines and highlights 
presented by farm director Herb Plam- 
beck. This is followed by a film fea- 
ture on a farm subject. Latest market 
reports, tv-events calendar and a 
guest-time, eight to ten minutes in 
length, follow. Guests have included 
many farm experts. The show closes 
with reading of excerpts from letters 
sent in by viewers. Mr. Plambeck, an 
18-year veteran, is the originator of 
the National Plowing Matches and is 
well known nationally for his contribu- 
tions to agriculture. He is backed by 
a staff composed of Keith Kirkpatrick, 
Ralph Voel and Leon Kline. 


@ WBAP-TV Fort Worth. Farm Editor, 


(Continued on page 59) 
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Farm (Cont'd from page 54) 


12-12:30 p.m. Saturdays. Farm Direc- 
tor W. A. “Doc” Ruhmann is in charge 
of the show. The format varies from 
interviews to film, with discussion of 
topics of farm interest a regular fea- 
ture. It is sponsored by the Fort Worth 
Star Telegram Farm and Ranch maga- 
zine. In addition the station stages 
Texas Living 11-12 am., Monday 
through Friday, featuring “do-it-your- 
self” projects intended for the farm 
audience. This show is presented in 
color. Five weather forecasts are 
scheduled daily on WBAP-Tv, and a 
daily market report is another special 
feature for the farm audience. 


News and Interviews 


e WFBM-TV Indianapolis. Market Re- 
ports and Farm News, 12-12:20 p.m., 
across the board. This is an agricul- 
tural news and interview program with 
farm editor Harry Martin. Ralston 
Purina and its Indianapolis area deal- 
ers sponsor the first ten minutes of 
the show which is devoted to market 
and weather reports. This is followed 
by five minutes of farm news and in- 
terviews with farmers and agricultural 
leaders. Pioneer Hybrid Corn and 
other participating firms sponsor this 
segment. Special remote telecasts are 
staged from time to time. Mr. Martin 
takes many of the films and still shots 
used on the program. He is active 
throughout the area in all farm func- 
tions, including 4-H Club work. Each 
year the station presents a safety award 
to six 4-H youths within the station’s 
coverage area. 

e WAVE-TV Louisville. Farm, 12-1 
p-m. each Saturday. Program is present- 
ed direct and live from the station’s 350- 
acre farm (described above). Program 
schedule is prepared for a year in ad- 
vance and will take up every phase of 
farm life including soils, machinery, 
buildings, fertilizers, _ insecticides, 
chemicals, livestock, crops, feed and 
home living. Mr. Anderson, veteran 
nationally known Kentucky county 
agent and Mr. Marshall, a former in- 
structor in agriculture, are in charge 
of the program which is presented on 
a participating basis. 

e KSTP-TV Minneapolis. Mainstreet 
and County Road 5, 12:15-12:45. p.m. 


weekdays. The program is organized 


(Continued on page 60) 














WIBW-TV Shoots for the Farm 


At wisw-tv Topeka, a television show was on the air. Floor men, out of 
camera range, gave the cue. All eyes turned to the set where two men, clad 
in western shirts, levis and boots wrestled a stubborn steer. 


The hair of the animal hissed as the branding iron was applied, and the 
holder of the iron drawled, “. . . and it is necessary that the iron be held 
firmly in place until the brand is set.” 


It was just another episode in the station’s daily series. Here program- 
ming is for the “farm audience” just as eastern stations program for big 
city appeal. Station management realizes that with the rural audience lies 
its bread and gravy. 


Belief in farm broadcasting on WIBW-TV stems from the management. 
Ben Ludy, general manager for Capper Publications radio and tv interests, 
says: “Our farm department provides a service to midwestern agriculture 
far above and beyond the reach of other commercial interests in this area.” 


With this in mind the studio site is a mile-and-a-half west of the Topeka 
city limits where there is ready access to the “farm scene” right outside the 
door. In fact, ramps permit cameras to wheel from the studio floor to the 
outdoor stage. 


WIBW-TV employs a three-man department: farm director Wes Seyler, a 
former vocational agriculture teacher in Nebraska; Wilbur Levering, a 
former county agent; and Dick Nichols, who was with the state department 
of agriculture. 


Because of the diversified agricultural economy in the area, variety is 
the keynote of farm programming. The Farm Feature, every noon, has a 
rotating program. Livestock is featured on Monday; specialties on Tues- 
day; crops, Wednesday; 4-H and vocational agriculture, Thursday, and 
home economics, Friday. 


A typical week might involve an actual demonstration on the proper way 
to vaccinate a calf, a humorous skit on cleaning farm machinery, a demon- 
stration on increasing wheat yields through proper fertilizer usage, a 4-H’er 
making a rope halter and a girl showing a simple way of preparing a 
gelatin salad. 


County agricultural agents, vocational agriculture teachers, 4-H leaders 
and home economics teachers from 28 counties are regular guests. They 
appear on a schedule which is projected three months in advance. WIBW-TV 
holds regular clinics to prepare the agents for their tv appearances. 


Timely information on market activities is given daily on the noon farm 
program. 


Once a month there is a special 30-minute simulcast, the Farm Editors’ 
Forum, on special topics of importance. On one recent program presidents 
of the three key Kansas farm organizations—Farm Bureau, Farmer’s Union, 
and the Grange—met with farm editors of Capper Publications to answer 
questions on farm policies and their own organizations. 


Activity and motion are stressed. As Wes Seyler puts it, “if we're going 
to sit down and talk, that’s a radio show. So that’s just where we put those 
programs—on the radio. Tv permits demonstration and lets us show the 
audience exactly how and why a farm job can be done easier, quicker and 
better. The demonstration is the clincher.” 
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Farm (Cont'd from page 59) 


by farm director Karl Kornstedt and 
slanted especially to the rural audience. 
Mondays, Wednesdays and Fridays, 
called Mainstreet, the show consists of 
music, weather and market reports. 
Tuesdays and Thursdays, County 
Road 5, in the same time segment, fea- 
tures farm families who chat with Bee 
Baxter and David Stone. By using 
Miss Baxter, the station is able to in- 
troduce talk about food 
recipes, housekeeping and the like, 
while Mr. Stone interviews his guests 
about soil conservation, new poultry 
and dairy methods and similar farm 
topics. The segment is sponsored by 
Ralston Purina. Mary Jo Tierney is 
hostess for the sponsor. Herb Anderson 
does the commercials, and Peter Reed 
is the producer. 

e wky-Tv Oklahoma City. Oklahoma 
Farmer, 6:45 p.m. Monday through 
Friday. Farm director Jack Stratton 


informal 


interviews guests. Weatherman, 12:20 
p-m., Monday through Friday, is con- 
ducted by wKy-Tv meterologist Harry 
Volkman. Wiley and Gene, 12:30 p.m., 
Monday through Friday, is a hillbilly 
singing program featuring a_long- 
range 5-day weather forecast by Wally 
Kinnan. This weather data is not avail- 
able through other media and is de- 
signed primarily for the Oklahoma 
farmer and rancher. Program also in- 
cludes livestock and grain quotations. 












The only 
Station 
covering 
all of 
prosperous 
Eastern 
Carolina 


WNCT PRIMARY CBS AFF 


‘CT T-7-7:0411(- a» ee On 


100,000 watts full time 


A. Hartwell Campbell, Gen 
John E. Pearson Co., Inc 
Nat'l Rep 


Mgr 
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It is sponsored by Superior Feeds. 
Total weekly time devoted to local 
farm programs on WKY-Tv, 4 hours, 
35 minutes. 


@ WCSH-TV Portland, Maine. Maine 
Farm Topics, 1-1:30 p.m. Tuesdays. 
Format is in three segments: farm 
films, interviews with guests, demon- 
strations and a round-up of the latest 
news in agriculture for the area. Lin- 
wood H. “Jake” Brofee prepares and 
presents the program. He is a 12-year 
farm veteran and previously taught 
vocational agriculture. 


For City-Dwellers, Too 


e KoIN-TV Portland, Oregon. RFD 6, 
9:30 a.m. Saturdays. Program is in- 
tended to interest city dwellers as well 
as farm families. Since the area has a 
widely diversified farm production, 
there are many subjects which can be 
introduced and discussed. Subjects are 
suggested by the station Agricultural 
Advisory Board, made up of county 
agents in the area and representatives 
from other interested groups available. 


e KVTV Sioux City, lowa. Markets, 
6:20-6:30 p.m., Monday through Fri- 
day. Ray Switzer and Warren Kester 
report the livestock market prices, il- 
lustrating their report by filmed se- 
quences of shippers and shipments, 
shot the morning of the program. Pro- 
gram is sponsored by DeKalb Corn 
and Chicks and Kent Feeds. The Farm 
Picture, 7-7:30 p.m. Thursday. Pierce 
Smith acts as host in reporting farm 
news of the week. Topical items such 
as “Judging Dairy Cattle,” “Current 
Trends in Livestock Markets,” “Rais- 
ing Poultry for Profit” are discussed 
in an interview with an expert on the 
subject. Program is sponsored by 
Ralston Purina Co. Siouxland Farmer, 
12:45-1 p.m., Monday, Wednesday and 
Friday. Through the cooperation of 
county agents in fifteen counties in 
Iowa, Nebraska and South Dakota, the 
program helps educate farmers in the 
area. Agents conduct own shows on a 
rotating basis. Program is participa- 
ting. Weather, 12:30-12:35 p.m. Mon- 
day through Friday. Five minutes of 
farm weather news is presented by 
Earle Grueskin, sponsored by Pioneer 
Hybrid Seed Corn and Hyline Chicks. 
Following is a ten-minute current news 
and market quotation program spon- 
sored by Murphy Feeds, who credits 


the show with a big improvement in 
sales throughout the area. Sponsor is 
expanding program to other television 
stations. Entire farm segment is di- 
rected by Chet Randolph, farm direc- 


tor. 


e@ KELO-Tv Sioux Falls, S. D. Farm 
Market News, 6:30-6:40 p.m., Monday 
through Friday. Les Harding, station 
farm director and a former county 
agricultural agent and active leader in 
the area tells of stockyard activity and 
illustrates his talk with pictures of 
some of the day’s outstanding ship- 
along with the men who 
brought them to market. Show is 
sponsored by Red Brand Fence and 
Ford Tractor and Equipment dealers. 
Following is the Home Edition of the 
News which emphasizes local news of 


ments, 


special interest to farmers and Sioux- 
land Weather which gives farmers 
news on local conditions and forecasts. 
The latter shows are sponsored by 
Snoboy Products and Murphy Feeds. 
Once a month a 15-minute program, 
Willing Acres, prepared by the KELO- 
TV staff, 
and proper land-usage principles. This 
show is sponsored by Keystone Steel 
& Wire Co. TV Farm News is a week- 
ly sustaining program featuring an in- 
teresting farm family in the area. It 
is scheduled for 4:55 p.m. Saturdays. 


illustrates soil-conservation 


Interviews Tobacco Men 


e wsJs-Tv Winston-Salem, N. C. On 
the Farm, 15-minute, Monday-through- 
Friday participating show. Features 
filmed interviews with prominent local 
farmers and tobacco men and special 
films made at tobacco market open- 
ings, local fairs and auctions. Farm 
Director Harvey Dinkins, a veteran of 
9 years as a broadcaster, spends much 
of his time visiting farms and rural 
functions throughout the area gather- 
ing films and information for the pro- 
gram. 


Each of the stations serving a farm 
area and active in agricultural develop- 
ment covers special farm events in its 
own area. Typical of such telecasts are 
those reported by wky-tv Oklahoma 
City. In addition its regularly sched- 
uled programs, WKY-TV telecasts The 
International Land Judging Contest, 
sponsored yearly by the station. The 
contest has attained international rec- 
ognition by the Future Farmers of 


























America, as “one of the 20th century's 
outstanding contributions to agricul- 
ture in the fight to save the soil.” 

The station annually sponsors agri- 
cultural youth contests including the 
Sooner State Dairy Queen Contest, 
State Plowing Matches and Farm 
Safety Awards. The station’s mobile 
unit has operated in almost every one 
of the state’s 77 counties, covering 
fairs, stock shows and all types of 
important agricultural events. 

Another typically active station is 
KvTv Sioux City, which has recently 
established its own filming department 
to allow greater latitude in presenting 
on-the-farm material, meetings and 
other farm activities. Recently the sta- 
tion conducted a two-day tv school so 
that county agents could present their 
own programs on the station as an aid 
in rural education. Many special events 
are shown on the station. This activity 
has interested a number of farm ad- 
vertisers in using the area as a test 
market—an operation that has in 
every case proved how effective tv can 


be in reaching a rural as well as a 
city audience. 


College Extension Credits 


An actual lesson course is a part of 
the wol-Tv farm program. A part of 
the Iowa State College extension serv- 
ice, viewers may use this course as a 
means of getting credits. 
County extension directors set up 
viewing groups within their own 
counties and local meetings discuss 
the program. The programs usually 
deal with one seasonal topic such as 


college 


corn production, the meat-type hog, 
or forage crops. 

The station uses the Agriculture 
College as the source of most of its 
farm news as this is where a great 
deal of research is being conducted, 
methods tested and modern farm prac- 
tices developed. Since the college ex- 
tension service is considered the “spon- 
sor” of farm programs on the station 
no other sponsors are accepted. The 
programs are considered the best of 
institutional advertising for the college 


and continue to receive high ratings 
both for the noon and evening shows. 

Fact that a farm program has “pull” 
was effectively demonstrated when a 
single one-minute announcement on 
Harry Martin’s “Market Reports” over 
WFBM-TV Indianapolis offering 100 free 
Ralston Purina mail box flags brought 
2,606 requests to the station. Checking 
on tonnage sales of livestock feeds in 
the area showed that feeds in the tv 
area showed consistant increases of 
more than twice as much as the same 
feeds in non-tv areas. 

Farm directors have their own na- 
tional organization, the National As- 
Radio 


Farm Directors. It meets at least once 


sociation of Television and 
each year and publishes its own maga- 
zine, RFD Chats. At the November, 
1954, convention in Chicago Frank 
Atwood, wtic Hartford, Conn., was 
president; John McDonald, 
wsM-Tv Nashville, vice president; Jack 
Timmons, KWKH Shreveport, secre- 
Herb Plambeck, 
wHo-tv Des Moines, historian. 


elected 


tary-treasurer, and 


Television Station Farm Directors 





ALABAMA 
Birmingham 

werc-tv—M .D. Smith III 
Montgomery 

wcov-tv—John Thompson 


ARIZONA 
Phoenix 
KOOL-tv—Don Cordray 
KPHO-Tv—Dick Bell 
Tucson 
KVOA-TV—Frank Barreca 
ARKANSAS 
Fort Smith 
KFsA-TV—Luther Lemons 
Little Rock 
KARK-TV—Bob Buice 
KAtv—(See Pine Bluff) 
Pine Bluff 
KATV—Johnnie Holmes 


CALIFORNIA 
Eureka 
KIEM-TV—Doug Pine 
Fresno 
KJEO-TV—Phil McPherson 
KMJ-Tv—Edward C. 
Sturgeon 
Los Angeles 
KRcA—Norvell Gillespie 
KNXT—Robert Wilson 


Sacramento 

Kccc-Tv—Bob Anderson 
Salinas 

KsBw-Tv—George Webb 
San Diego 

KFMB-Tv—Ruth Milne 
San Francisco 

KPIX—William C. Dempsey 

KRON-TV—Douglas Elleson 
San Luis Obispo 

Kvec-tv—Robert S. Wilton 
Santa Barbara 

KEY-T—Russell L. Furse 
Stockton 

KOvR—John Mackenzie 

KTvuU—Don Russell 
COLORADO 
Colorado Springs 

KKTtv—Cecil Seavey 
Denver 

KFEL-Tv—Gus Swanson 

KLz-Ttv—Carl Herzman 

KOA-TV—Don Peach 
DISTRICT OF COLUMBIA 
Washington 

wttc—F. V. Gurdice 
FLORIDA 


Fort Lauderdale 
witv—Gail Compton 


Jacksonville 
wMBr-TV—John Douglas 
Pensacola 
WEAR-TV—Dave Fulton 
Tampa 
WFLA-TV—Mardi Liles 
West Palm Beach 
wJNO-TV—Daniel Durniak 
GEORGIA 
Atlanta 
wacGa-Tv—Dale Clark 
wiw-a—W. R. Morrison 
Columbus 
wpak-Tv—Jack Rathbun 
WRBL-TV—Boyd Hinton 
Rome 
WROM-TV—Bob Martin 


IDAHO 
Boise 
KBoI—Dar Dodds 
Idaho Falls 
KID-TV—Roy Southwick 
ILLINOIS 
Belleville 
wtvi—Charlie Stookey 
Chicago 
WwBBM-TV—George Menard 
won-Tv—Norman Kraeft 
WNBQ—Everett Mitchell 


Decatur 
wtvp—aAl Pigg 
Quincy 
KHQA-TV—Dick Faler 
wcEM-Tv—Bill Wegman 
Rockford 
wrREXx-Tv—Les Davis 
Springfield 
wics-Tv—Gene Duncan 
INDIANA 
Bloomington 
wttv—Bill Anderson 
Evansville 
WFiE-Tv—Fred Rollison 
WwEHT—(See Henderson, 
Ky.) 
Fort Wayne 
WKJG-TV—Wayne Rothgeb 


Indianapolis 
WFBM-Tv—Harry Martin 
Lafayette 
WFAM-TvV—Earl Richardson 
IOWA 
Ames 
wol-tv—Dale Williams 
Cedar Rapids 
wMt-tv—Charles Worcester 
Davenport 
woc-tv—Robert Frank 


(Continued on page 73) 
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First films 


WY Charleston is the biggest | Top film shows for December—compiled by ARB\for 4 
market in West Virginia. | 


10-CITY WEIGHTED AVERAGE | 








© 
} | 3 | zy 
| &S 2 | S 3 = = 
WCHS-TV is the only tv |Rank| Title and Distributor | Rig. § : 8 = | 5 “ 
station in Charleston. | x x | Ss | 3 | ie 
1 | Superson Flamingo 21.9} 36.5(1) | 23.7(4) | 18.0(6) oe | 30.6(1) | 18.1(5 
We also effectively cover | | | | | 
West Virginia’s second market | 2 | Bill Hickok Flamingo | 17.4] 18.7(8) | 22.0(7) | 18.4(7) 22.9(8) | 26.5(2) | 135 
—Huntington. | | | 
3 | Badge 714 NBC 16.6 | 12.7 | 27.2(3) | 16.4(10)| 22.2(10)| 25.2(3) | 29.3(1 


: gy Three Lives ZIV | 15.4] 7.3 | 37.1(2) | 98 27.7(5) | 16.1(9) | 16.2(8 
VW weus-Tv is the only tv eee - iia be 
station in these parts with | 
































full power—316,000 watts. | 5 | Annie Oakley CBS | 15.3 | 20.4(7) | 23.4(5) gem | 34.7(1) | 19.3(5) | 19.23 
| | 
6 | Range Rider CBS )asay — |38501) | 98 | 30.7(4) | 118 | 66 
Wr | | 
There are at least 402,584 | | | | F 
= - | 7 . Distri Zz Al 4 ° 12.8 21.5 18.9(7) | 18.5(4 
television homes in our cover- Mr. District Attorney Zio | 13.9} 24.4(4) | 16.5 | | 
age area. | | | 
| 8 | Liberace Guild 13.8 | 23.0(6) | 20.8(9) | 14.4 31.8(2) | 15.9(10)} 9.0 
— . . > 
Wes: Virginia’s | | | | 
| 9 | Cisco Kid ZIV 13.2 17.5(9) | — | 20.4(3) | 25.5(6) | 24.5(4) } 16.1(' 
| . | | | 
| 10 | Abbott, Costello MCA | 12.8] 6.7 /|105 | 113 | 23.5(7) | 18.3(8) | 54 
Charleston - kee | | | 
| ll | Waterfront MCA 12.2 | 12.9 cia Fak | 10.8 111.4 24.1 (; 
| 
ate 
° | 12 | Racket Squad ABC 11.8] 27.7(2)| — 19.1(4) }125 |15.4 10.8 
fe untington | | | 
CBS TELEVISION | 13 | Janet Dean, RN MPTV | 11.6) — 16.3 | 18.5(5) | 18.0 10.4 5.0 
| | 
| 14 | Kit Carson MCA 10.6} 24.5(3) |. | — 220 | 68 | 104 
| | 
15 | City Detective MCA 9.6 — 17.7(10), — | — | 86 13.4 
| | 
| | | 
16 | Ramar of Jungle TPA | 9.64147 | 128 58 |168 79 | 124 
. | 
i. < bsz3 a 17 | Hopalong Cassidy NBC | 9.0 — 9.1 6.9 | — | 13.4 88 
National Reps: The Branham Company | 
nr ene 18 | Foreign Intrigue Reyns 8.3 — |108 7.3 170 | — 6.7 
for availabilities +g g' myn. 2 . a : x 
Phone 6-5358 Charleston, W. Va. | | | 
Phone MU. 2-4606 The Branham Co., NYC 19 | Death ValleyMcCnn.-Eric.| 8.1} — | 21.1(8) | 10.9 | — 12.9 17.7; 
20 | Amos ’n Andy CBS 6.0 — | Ae Sad, gS | — | 19.3(5) | 14.4 
Rating for city is followed by rank of program for that market, given in parenthesis. Programs| in f 
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RB\for Television Age 
| i) 

% = 2 ~ 

; * = : 8 

3) 3° = 3 ) 
» & ~ © S & 
2 = 3 ~ = 
3] 3 3 3 g S 
Q ~ = x A = 
6(1) | 18.1(5) | 18.0(2) | 23.5(2) | 25.0(3) | 27.8(1) 
5(2) | 13.5 11.0(7) | 17.5(5) | 25.6(2) | 24.2(2) 
2(3) | 29.3(1) 9.6 16.8(7) | 28.9(1) | 18.2(4) 
1(9) | 16.2(8) | 7.5 | 18.9(4) | 22.3(7) | 13.5(5) 
3(5) | 19.2(3) 0.9 22.2(3) | 21.4(9) a 
8 6.6 12.2(6) | 17.5(5) | 24.2(4) 3.9 
(7) ) 18.5(4) 6.6 13.8 23.5(5) 6.8 
(10)} 9.0 | 14.4 23.3(6) 8.7 
(4) | 16.1(9) 7.0 16.2(10)| 13.0 ce 
3(8) | 5.4 13.5(4) | 16.4(9) | 9.5 11.8(8) 
l 24.1(2) | 10.7(9) | 28.2(1) | 12.8 — 
|. 10.8 10.6 7.6 13.7 11.4(9) 
A 5.0 9.9 6.9 19.3(10)| 8.5 
} 10.4 10.7(9) | 16.0 18.2 on 
) 13.4 13.5(4) | 6.9 18.8 — 
) 12.4 pt 12.0 13.3 12.6(6) 
, 88 6.7 15.3 15.7 21.4(3) 
- 6.7 7.0 15.8 9.0 10.7(10) 
) 17.7(6) 2.6 — 14.6 4.9 
(5) | 14.4(10)| 7.7 _ 0.6 12.4(7) 
grams| in fewer than six markets are not included. 
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CAPTAIN MIDNIGHT SERIES... 
now available for syndication! 


For Jet Action it’s—Jet Jackson—Flying Commando! this program is the highest rated* on all networks 
This is the syndicated version of the brand new, all in the morning—the second highest rated* of any 
new “Captain Midnight” series now being sponsored Saturday show day or night! This is your opportu- 
on CBS by General Mills and Ovaltine (through nity to have Captain Midnight (Jet Jackson) on 





wa Tatham-Laird). A big-time, Hollywood-produced- your own station, in your own time period. 
and-written adventure series packed with action... Write, phone or wire us collect about availabil- 
for viewers and for advertisers! ities of this great new program... produced at the 
Of all Saturday shows available for syndication, Hollywood Studios of Columbia Pictures Corp. 
(’) *Nielsen Television Index 





a 


“ee 
| The only company providing advertisers with Hollywood and New York custom 


produced national shows, syndicated programming, and commercials—all on film. 


ITY, NBEASON BLDG., PHONE 3-3903 SAN FRANCISCO, 995 MARKET ST., DO 2-1060 ATLANTA, 3130 MAPLE DRIVE, N.E.,EX 6100 CHICAGO, 230 N. MICHIGAN, FR 2-3696 
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Consolidated Tops In 


Quality, Speed, Economy 
our customers, Rng ~ 


‘o other film Gua firms 
in the voting when it won all three 
top ~oenw bs highest quality serv- 
ice, fastest, and most economical— 
in the Billboard’s Third Annual 


our thanks to LABORATORIES ae = 







Na 


Film Service Awards. In last year’s 


competition, Consolidated won first 
place for the quality of its work. 
u ses 
and Billboard 














for our 


clean sweep of % F I R S T S ” 


in Billboard’s 
3rd Annual 
TV Film 








Industry Poll 





fe a) CONSOLIDATED FILM INDUSTRIES 


ed 959 Seward Street, Hollywood 38, California 
rca 1740 Broadway, New York 19, New York 


OrviStON OF #Er 
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Film Sales 


“All too often a film distributor 
hands a station a packet of promotion 
material when he sells a show and then 
forgets to service him thereafter,” 
states Wynn Nathan, vice president in 
charge of sales for Mca-Tv Film Syndi- 
cation, in announcing the launching 
of mca’s big, new “After Sale Audi- 
ence Promotion.” 


More and syndicators are 
finding out that their point-of-con- 
tact with their client does not end at 
the point-of-sale. The successful film 
firms know, as Mr. Nathan indicates, 
post-sale service is the rule rather than 
the exception. Mr. Nathan speaks for 
all top-syndicators when he points out: 
“We are going all out to give our 
clients a continuing service after we’ve 
made the sale. Merchandising items, a 
steady flow of publicity material and 
photos, on-the-air promotion includ- 
ing slides and copy, ad mats, synopsis 
of story lines, promotion ideas, point- 
of-sale items will be only a part of this 
campaign. We are going to suggest 
ways and means of selling shows to 
sponsors, of spotting them in the right 
time slots and of coordinating all fac- 
tors in getting our programs off to 
flying starts as well as happy endings 
in all localities.” 


This sales-service trend has, of 
course, been welcomed by the stations, 
especially by those with limited 
budgets. However, the good station, 
large or small, looks upon this service 


more, 


merely as suggested material to com- 
plement its own ideas—not supplant 
them. A station does not indiscrimi- 
nately use the material supplied by the 
film syndicator The 
the ways and 
means of selling, slotting and servicing 
do not. A way of selling in Phoenix 
may be different than it is in Bangor. 
In the final analysis, what counts in 
promotion—before, during and after 
—for both the syndicator and the sta- 
tion is “how you do it.” This is the 
station’s responsibility. 


“upon receipt.” 
films come canned, 





Atlas Television’s Captain Z-Ro 


ATLAS TELEVISION CORPORATION 


Captain Z-Ro 

KTBC-TV Austin, Exchange Stamp Co. of 
Houston & Carnation Milk (Alternate); 
KBOI-TV Boise; WRCA-TV New York, Na- 
tional Shoes; XETV San Diego; CKLW-TV 
Windsor, Ont., State Sample Department 
Store (Detroit). 


AWARD TELEVISION CORP. 


The Jimmy Demaret Show 


WGVL Greenville, S. C.; KPRC-TV Hous- 
ton. 


CBS-TELEVISION FILM SALES, INC. 


Amos ’n’ Andy 

WJBF-TV pose. Castleberry Foods; 
KPLC-TV Lake Charles, La.; Stedman Co.; 
WMT-TV Cedar Rapids; 

WITV Ft. Lauderdale, Ambassador Dist.. 
(Renewal); WFBC-TV Greenville, N. C., 
Texize Chemical Co., & Orders Mattress Co. : 
KZTV Reno, Local Furniture Co.; KEYT- 
TV Santa Barbara, McMahon Furniture, 


(Renewal); KIMA-TV Yakima, Schultz Fur- 
niture Co. 

Gene Autry 

KJED Fresno, Graven-Inglis Baking & 
Woodbury Dairy; KLAS-TV Vegas, 


oe Dairy; WABC-TV New York, 
ROC-TV Rochester, Minn., Quality Bak- 
a 


Crown Theatre 
WGN-TV Chicago 


The Files of Jeffrey Jones 
KCOP-TV Los Angeles. 


Art Linkletter and the Kids 


KELO-TV Sioux Falls, Crescent Creamery. 


Newsfilm 
KXLF-TV Butte; WRBL-TV Columbus, 
Ga.; WFBM-TV Indianapolis; Melbourne, 
Australia. 


Annie Oakley 

W-TWO-TV Bangor, Star Beef Co.; WBTV 
Charleston, S. C., Canada Dry; WIS-TV 
Columbia, S. C., Canada Dry Bottling Co. ; 
KRCG-TV Jefferson City, Mo.; WKZO- TV 
Kalamazoo, American Hospital Medical 
Benefit; KTTV Los Angeles, Laura Scudder 
& Food Products & Albers Milling. (Re- 
newal); WTOK-TV Meridian, Miss., Mos- 
by Dairies, (Renewal); WHBQ-TV Mem- 
phis, Continental Baking & Easy Po » 2 Pop- 
corn Co.; KOIN-TV Portland, Ore., Damas- 
cus Milk & Albers Milling; KSWS- "TV Ros- 
well, N. ; KSL-TV Salt Lake City, Al- 
bers Milling Co., (Renewal); KGO-TV San 
Francisco, Laura Scudder Food Products 
& Albers Milling, (Renewal); WILK-TV 
Wilkes-Barre. 


The Range Rider 


WBTV Charlotte, N. C., Kellogg Oy - 
néwal); WKJG-TV Ft. Wayne, -toe 
Foods-E-Z Popcorn; WMCT Mem hiss lov- 
er Farm Dairy; WRCA-TV New York, Kel- 
logge Company, (Renewal); WTAR-TV 
Norfolk, Pine Grove Dairy; WSUN-TV St. 
Petersburg, Vernor Ginger Ale & Jax 


Cookies, 
newal) ; 


(Renewal); KOTV Tulsa, 
WKBN-TV Youngstown 


The Whistler 

KBOI-TV Boise, International Glass Co. & 
Sixty Jewelers; WHBQ-TV Memphis, Hum- 
ko Co. Lipton Tea & Soups & Signal re- 
newing in following markets: KTTV Los 
Angeles, KPTV Portland, Ore., KRON-TV 
San Francisco, KING-TV Seattle, KHQ-TV 
Spokane KOTV Tulsa, Safeway Stores: 
KWFT Wichita Falls. 


GENERAL TELERADIO, INC. 


Exclusive—By Fulton Lewis, Jr. 
W-TWO Bangor; WGN-TV Chicago, Gen- 
eral Tire & Rubber Co.; WKJG-TV Fort 
Wayne; KGBT Harlingen, Texas: KPRC- 
TV Houston; KHJ-TV Los Angeles, Gen- 
eral Tire & Rubber Co; WHBQ-TV Mem- 
phis; WGBS-TV Miami-Ft. Lauderdale: 
KEYD-TV Minneapolis, St. Paul Federal 
Savings & Loan; OR-TV New York, Har- 


(Re- 


ris Upham & Company; WDBO-TV Or- 
lando, Russ Mattress Company: WGAN- 
TV Portland, Me.; WSLS-TV Roanoke, Va.: 
KCCC-TV Sacramento, Swanson Cleaners: 
KELO-TV Sioux Falls, S. D.: KOPO-TV 
Tuscon, Jay Fuller Construction: WEAT- 


TV West Palm Beach, Stewart Pontiac Com- 
pany. 


INTERNATIONAL NEWS SERVICE 
Telenews Daily 


WROW-TV Albany, Ford Motor Co.; WIS- 
TV Columbia, 8S. C., Esso. 

Telenews Weekly 

WBTV Charlotte, N. C., American Hard- 
ward Co. 

This Week In Sports 

KTBC-TV Austin, Academy Army Surplus 


Store; KOIN-TV Portland, Ore 
INTERSTATE TELEVISION CORP. 


Amazing Tales of Hans 


Christian Andersen 


WBKB Chicago, Wanzer Dairy; 
Minneapolis 


Douglas Fairbanks Presents 
New Orleans, Fitzgerald Agency 


Little Rascal Comedies 
WBZ-TV Boston; KRCG Jefferson City, 
Mo.; KWK-TV St. Louis; KENS-TV San 
Antonio; WRC-TV Washington. 


NBC FILM SALES 
Badge 714 B 


Bloomington; WFEL-TV Peoria; 
WCsH- TV Portland; KSLA-TV Shreveport; 
WSYR-TV Syracuse: KOPO-TV Tucson 


Captured 

WBRC-TV_ Birmingham; WCPO-TV Cin- 
cinnati; WLBT Jackson, Miss.; KRON-TV 
San Francisco; WILK-TV Wilkes-Barre 


Dangerous Assignment 
WITV Ft. Lauderdale; WJTV Jackson, 


Miss.; WEEK-TV Peoria; KFSD-TV San 
Diego; WILK-TV Wilkes-Barre 


The Falcon 


WMIN-TV 


WABI-TV Bangor; CKLW-TV Detroit: 
KFJZ-TV Ft. Worth-Dallas; WITV Jack- 
son, Miss.; KBES-TV Medford: WMTV 


Madison, Howard Beer. 


Hopalong Cassidy—Half Hour A 
KOOK-TV Billings; KFYR-TV Bismarck; 
CKLW-TV_ Detroit; KGUL-TV Galveston- 
Houston; WJTV Jackson, Miss.; KLAS-TV 
Las Vegas; KTTV Los Angeles. 


Hopalong Cassidy—Half Hour B 
KOOK-TV Billings; CKLW-TV Detroit: 
KGUL-TV Galveston-Houston; WJTV Jack- 
son, Miss.; KTTV Los Angeles. 


Hopalong Cassidy—Hour 


WJTV Jackson, Miss.; KARK-TV 


Little 
Rock; KTTV Los Angeles. 


Inner Sanctum 

WABI-TV Bangor: CKLW-TV Detroit; 
WJTV Jackson, Miss.; WDAF-TV Kansas 
City; KLRJ-TV Las Vegas; WMC-TV 
Wilkes-Barre. 


Life of Riley A 
KFXJ-TV Grand Junction, 
Fruit. 


Life of Riley C 
KOOK-TV Billings; 


Colo., Pacific 


KFBC-TV Cheyenne; 
(Continued on page 70) 
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suri BALLANT #4 


Buster Crabbe... 





Name star Juvenile “plus” 
m ‘. 2a re “% 














UREIGN LEGION 


Cullen “Cuffy” Crabbe 














By Allah! This program has everything! 


The French Foreign Legion! The intriguing and 
mysterious desert. Native peoples and animals 
and customs. Unprecedented government coop- 


eration for highest authenticity. 


Add a name star like Buster Crabbe . . . and his 
son “Cuffy”, in a role children of all ages will 
envy ...and scripts that weave them all into top 
TV viewing—and you get a glimmer of the tre- 


mendous appeal of this program. 


Included in the package is a built-in merchandis- 
ing program featuring 36,000 free premiums for 
every market ordered: trading cards . . . auto- 
graphed photos of Buster and Cuffy . . . comic 
books ... membership cards and certificates. Plus 


free posters and special commercials, also free. 


It’s all absolutely free—and trouble free, when 


you buy the show. 


“Captain Gallant” is a show whose performance 
in the living room and at the cash register will 
delight every sponsor. For full details and avail- 


abilities, call, write or wire—fast! 


Television Programs of America, Inc. 
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Film Sales (Cont'd from page 67) 


WDAY-TV Fargo; KFXJ-TV Grand Junc- 
tion, Colo.; KROC-TV Rochester, Minn. 


Paragon Playhouse 

CKLW-TV_ Detroit-Windsor; WTVD Dur- 
ham; KFJZ Ft Worth-Dallas; WJTV Jack- 
son, Miss.; WDSU-TV New Orleans; KZTV 
Reno; WSUN-TV St. Petersburg; WILK- 
TV Wilkes-Barre. 


KDaL at Sea 
KDAL-TV Duluth; 


ac Visitor 
CKLW-TV Detroit: KFJZ-TV Ft. Worth- 
Dallas; WILK-TV Wilkes-Barre. 


Watch the World 
sea New York. 


News Review 
Lh ay henectady. 


WILK-TV_ Wilkes- 


SCREEN GEMS, INC. 


All-Star Theatre 

WTVO Rockford, Ill., General Electric Sup- 
ply Co.; WICS-TV Springfield, G & E Fur- 
niture Co. 

Big Playback 

WBRZ-TV Baton Rouge, Loeb Sheree Co. 
& Hearin, Collens and McInnis; KVDO-TV 
Corpus Christi, (Renewal). 


Jet Jackson 

WSUN-TV St. Petersburg. 

Rin Tin Tin 

WMAZ-TV Macon, Dixie Dairy Division of 
The Borden Co. 


Top Plays of 1955 
K 


OPO-TV Tucson. 
TELEVISION SCREEN 

PRODUCTIONS, INC. 
Jim and Judy in Teleland 


WTVJ Miami. 








How many biocks? 6G or 77? Appearances can be deceiving, but the good 
appearance of a Precision print is not an optical illusion. Immediately apparent are the results 


of Precision-quality processing. 


The individual attention given to each original through the entire operation has earned 
Precision its top spot in the film processing field. Leaders in the photographic profession know 
they can depend on Precision for accurate, intelligent handling of their material. And constant 


research continues for even better ways to serve your requirements. 


In everything there is one best... 


goannas 





21 wesT 
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in film processing, it’s Precision. 


N 





K 


A division of J. A. Maurer, Inc. 
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Tubivanadd’s The Little Rascals 


UNITED PRESS ASSOCIATIONS 


United Press Movietone News 
KLZ-TV Denver ; WTvw Milwaukee; 
KELO Sioux Falls. 


UNITED WORLD FILMS, INC. 


Headlines on Parade 
WPTZ Philadelphia. 


Sportscholar 
KSL-TV Salt Lake City. 


Stranger Than Fiction 
KVAL-TV Eugene, Ore.; WTVH-TV Peoria. 


WINIK FILMS, INC. 


Madison Square Garden 

KBOI Boise VAL-TV Eugene, Ore., E. 
A. Mack see: WGVL Greenville, S. C.; 
KGMB-T Horolulu, Tidewater Oil; 
WNHC- TV New Haven, Dodge Motors; 
WDBO-TV Orlando; WSBT-TV South Bend. 


Commercial Sales 


AMERICAN FILM PRODUCERS 


Completed: Women’s Army Corps, Recruit- 
ing, Dancer-Fitzgerald-Sample. 

In Production: Toni Co, Div., VIV Lipstick, 
Leo Burnett. 


GOLDSWAN PRODUCTIONS, INC. 


In Production: Rayco Mfg. Co., Inc., Seat 
Covers, Emil Mogul; Monarch Wine Co., 
Inc., Gold Ribbon Wine, Emil Mogul; 
Gunther Brewing Co., Inc, Beer, Bryan 
Houston; Adam, Meldrum & Anderson, 
Dept. Stores, Baldwin, Bowers & Strachan: 
Milk for Health on the Niagara Frontier 
Inc., Baldwin, Bowers & Strachan; Nation- 
al Biscuit Co., Waverly Wafers, McCann- 
Erickson; National Biscuit Co., Fancy 
Crest, McCann-Erickson; National Biscuit 
Co., Sugar Honey Graham Crackers, Mc- 


Cann-Erickson; The Coca Cola Co., D'Arcy 
Advtg. 
HANKINSON STUDIO, INC. 

General Foods Corp., Jell-O, 


Geeptees: 
Y&R; Brewing Corp. of America, Carling’s 
Red Cap, Benton & Bowles; National Paper 
Corp. of Pa.; Swanee Tissue, Hilton Reges; 
General Foods Corp., Maxwell House Cof- 
fee, Benton & Bowles. 
In Production: The Norwich Pharmacal 
Co., Pepto-Bismol, Benton & Bowles; Gen- 
eral Foods Corp., Post Raisin Bran, Ben- 
ton & Bowles: Brewing Corp. of America, 
Carling’s Red Cap, Benton & Bowles; 
Radikol Corp., Leonard Wolf Assoc. 


KLING FILM PRODUCTIONS 


Completed: Swift & Co., Chicken & Bacon, 
McCann-Erickson; Helene Curtis Indus- 


tries, Inc., Suave Hair Preparation, Gor- 
dom Best; Kelsey TV, Eleciric Dryers; 
Milnot Co. Food Product, McCann-Erick- 


son; Gibson Refrigerator Co., Air Condi- 
tioners, Henri, Hurst & MacDonald: Norge 
Division Borg-Warner Corp., Refrig., Dry- 
er, Range, Tatham Laird: Valleydale 
Ham, Noble-Drury; Homko, Lawn Mowers, 
A. Martin Rothbart; Standard Candy Co., 
Belle Camp Chocolates, Noble-Drury; Citi- 
zens for Greater Chgo., Mayor Kennelly, 
Ames TV. 


In Production: Reelfoot Hams, Noble- 
Drury; Household Refrig. Equip., Frigi- 
daire, Foote, Cone & Belding; Package 


Masters, Laundry Shirt Packaging; Mavor 
Kennelly, Ames TV; Martha White Mills, 


(Continued on page 72) 




















Advertisement 


T.¥. story board 


A column sponsored by one of the leading film produeers in television 


SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Here, in this highly creative series by Sarra for Stopette, is proof-positive that 
TV commercials can sell the product and entertain too! Choreographer Dorothy 
Jarnac, in a dance of brilliant pantomime, brings to life the reasons why people 
should choose Stopette over all other deodorants. At all times, the product is sold 
competitively, not only as a deodorant but as an effective anti-perspirant and a 
soothing, gentle lotion spray. Produced by Sarra for Jules Montenier, Inc. 
through Earl Ludgin Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


“Stop Detergent Hands” is the theme of this hard-hitting series by Sarra for 
Jergens Lotion. A warm “human interest” opening of a little girl playing bride 
gets and holds attention and then blends gracefully into direct “hard sell”. The 
message emphasizes that laboratory tests prove that women who use detergents 
and care for their hands with creamier, fragrant Jergens Lotion have smoother, 
softer hands. Produced by Sarra for the Andrew Jergens Co. through Robert W. 
Orr Associates, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Everyone loves to look at a baby (chick) is the theory behind this imaginative series 
of one minute and 20 second commercials by Sarra for Purina Chick Startena. 
Video opens with a shot of a child cuddling a chick and then alternates the package 
with views of broods of baby chicks. The message states that Startena is blended 
and balanced with the same care as a baby’s formula and contains all the anti- 
biotics, vitamins and minerals that baby chicks need for a healthy start in life. 
Produced by Sarra for Ralston Purina Co. through Gardner Advertising Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Called “a remarkable, new medical discovery,” Defencin Tablets are excitingly 
introduced in these one minute and 20 second commercials by Sarra. An excellent 
x-ray negative of the human skull illustrates how this new medication penetrates to 
help fight the cold germ itself. The picture story lends strong support to the 
claim that if you’ve taken everything for a cold . . . now try Defencin. Strong 
package identification is stressed throughout. Produced by Sarra for Clayton Lab- 
oratories, through Gardner Advertising Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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In the SPOTlight 


current productions making 
sales records 





s Ne News Ng " anh 





Agency: Foote, Cone & Belding 
Hollywood 
Client: Purex Corporation, Ltd. 





Agency: Guild, Bascom & Bonfigli, Inc. 
San Francisco 
Client: Rosefield Packing Company 














| 





Agency: Batten, Barton, Durstine & 
Osborn, Inc., Hollywood 
Client: San Francisco Brewing Co. 


inc. 


‘ / 


1037 N. Cole Ave., Los Angeles 38, Calif. 


Telephone Hollywood 5-5171 


New York Office: Miss Dorothy Johnson 
Plaza 5-4807 
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Film Sales (Cont'd from page 70) 


Inc., Cornmeal, Noble-Drury; John Mor- 
rell & Co., Red Heart Dog Food, Campbell 
Mithun; Swift & Co., Brookfield Sausage, 


J. Walter Thompson; A O. Smith Co 
Water Heater, Cramer-Krasselt Co.; L 


Gas Assn., Cramer-Krasselt Co.; Atlanta 
Baking Co., Holsum Bread, \ Long 
Co.; Helene Curtis Industries, Inc.; Egg 
Sham Gordon Best; Swift & Co., 
Cooked Ham, McCann- Erickson ; Hotpoint, 
Kitchen Appliances, Maxon Stewart- 
Warner Corp., Alemite CD-2, * McFarland. 
Aveyard. 


LALLEY & LOVE, INC. 


Completed: The Mennen Co., Afta Shave, 
McCann-Erickson; The East Ohio Gas Co., 
Ovens & Burners, Ketchum, MacLeod & 
Grove; American Safety Razor Corp., Razors 
and Blades, McCann-Erickson; General 
Mills, Inc., Betty Crocker Pancake Mix, 
Dancer-Fitzgerald-Sample; Procter & Gam- 
ble Co., Dash, Compton. 

In Production: Fund For the Republic, ‘‘Al 
Capp’s America,’ Lalley & Love. 


LEWIS AND MARTIN FILMS, INC. 


Gees: Zenith Radio Corp., Radio & 
Y&R; A. Gettleman Brewing Co., Beer, 
McCann. Erickson; The Florsheim Shoe Co.. 
Inc. ; Montgomery Ward & Co., Carpets; 
The Hallicrafters, TV, Walker B. Sheriff: 
Hamburger Co., Martin's Sheranova Wine, 
Olian & Bronner; Bell Telephone Co. of 
Pa., N. W. Ayer & Son; Ben-Hur Mfg. 
Co., Freezers, Walker B. Sheriff: Kraft 
Foods Co., Oil, Needham, Lewis & Brorby; 
All-In-One, Reducing Tablets, R&R: B. 
& B. Enterprises, TV Time Popcorn, Sher- 
win Rodgers: Hudepohl Brewing Co.. Beer, 
tockton - West - Burkhart; MHutchinson’s 
Wax. Serta Associates, Inc., Mattresses, 
Bozell & Jacobs. 
In Production; Stark Wetzel & Co., Wieners, 
ham, etc., Baker, Johnson & Dickinson; 
Bell Telephone Co. of Pa., Michigan Bell, 
N. W. Aver & Son: Zenith Radio Corp., 
Radio & TV, Y&R: Reddi-Wip, Inc., Whip 
Cream, R&R; Superior Paint. 


LOUCKS & NORLING STUDIOS 
Completed: Goodyear Tire & Rubber Co., 


Inc., Tires, Y&R; Simplicity Pattern Co.; 
Inc.. Grey. 

In Production: Goodyear Tire & Rubber 
Co., Inc., Tires. Y&R: Gillette Safety Razor 
Co., Maxon: Wine Growers Guild, Dancer- 
Fitzgerald-Sample. 

SARRA, INC. 

Completed: Bulova Watch., Bulova Watch 
Co., Inc.; Cat’s Paw Rubber Co.. S. A. 
Levyne; Chrysler Sales Div., Chrysler 


Corp., Airtemp, Grant Advtg: Pet Milk Co., 
Gardner Advtg.; Eastman Kodak Coa.. = 
Walter Thompson; Jules Montenier, Inc., 
Stopette, Earle Ludgin & Co.; Lever Bros. 
Co., Lux Soap & Liquid Detergent, J. Wal- 
ter Thompson; Kraft Foods Co., Parkay 
Margerine, Needham, Louis & Brorby. 


TRANSFILM INC. 


Completed: General Electric Co., TV & 
Radios, Maxon; Procter & Gamble Co., 
Dreft, Dancer-Fitzgerald-Sample: The Dow 
Chemical Co, Saran Wrap, MacManus, John 
& Adams; The Dow Chemical Co., Dowex, 
MacManus, John Adams; The Dow 
Chemical Co, Saranette, MacManus, John & 
Adams; The Dow Chemical Co., Mag- 
nesium, MacManus, John & Adams; Ameri- 
can Maize-Products Co., Amazo Inst. Pud- 
ding, Kenyon & Eckhardt : Liebmann 
Breweries Inc., Rheingold Beer, Foote, 


RA me 


eae 








Cone & Belding; Union Carbide and Car- 
bon Corp., Eveready Batteries, Wm. Esty; 
General Mills, Inc., O-Cel-O Sponges, Wm. 


Esty; Penick & Ford, Ltd., Inc. My-T- 
Fine Pudding, BBD&O; Goebel en 
Co., Beer, Campbell-Ewald; Robert Hall 


Clothes, Frank Sawdon. 
TV SPOTS ,INC. 


Completed: Texon, Inc., Shoes, Fuller & 
Smith & Ross; San Francisco Brewing Co., 
Burgermeister Beer, BBD&O; Quality 
Bakers, Gordon's Bread & Sunbeam Bread, 
Phiyip oone & Assoc.; News, Foote, Cone & 
Belding; Bardahl Mfe. Corp., Motor Oil Ad- 
ditive, Miller, Mackay, Hoeck & Hartung; 
Household Finance orp., Needham, Louis 
& Brorby; Wisconsin Independent Oil Co., 
Wisco Gas, W. Doner & Co. 

In Production: American Dairy Assn., 
Campbell-Mithun; Safeway Stores, Inc., 
Lucerne Milk, J. Walter Thompson; West 
Coast Airlines, Miller, Mackay, Hoeck & 
Hartung; Kraft Foods Co., Cottage Cheese, 
J. Walter Thompson; Marx Bros. Jewelers, 
W. B. Doner & Co.; M. K. Goetz Brewing 
Co., Country Club Beer, Compton; WRCA- 
TV, Weather Spots, WRCA-TV. 


UPA - NEW YORK 


Completed: General Foods Corp., 
Coconut Cream, Y&R; Elgin 
Div. of Illinois Watch Case Co., Watches, 
Y&R; National Biscuit Co., ‘‘Nabisco,’’ Mc- 
Cann-Erickson; Continental Oil Co., Conoco 
Gas, &B; Procter & Gamble Co., Ivory 
Flakes, Compton. 

In Production: Health Information Founda- 
tion, Voluntary Health Insurance, Health 
Information Foundation; United Jewish 
Appeal, UJA; National Biscuit Co., “‘Nabis- 
co,” McCann-Erickson; J. L. Prescott Co.. 
Dazzle, Monroe J. Dreher, Procter & Gam- 
ble Co., Ivory Flakes, Compton; American 
Gas Assn., AGA Range, McCann-Erickson; 
The Andrew Jergens Co., Woodbury Soap, 
Robert Orr; R. J. Reynolds Tobacco Co., 
Cavalier Cigarettes, Wm. Esty. 


VIDEO PICTURES ,INC. 


Completed: Speidel Co., Watch Bands. 
SSC&B; Griffin Mfg. Co., Inc., Shoe Polish 
BC&P; J. H. Filbert, Inc., Mrs. Filbert's 
Margarine, SSC&B; Carter Products, Inc.. 
Rise Shave Lather, SSC&B; United Gas 
Corp., Bozell & Jacobs; The Centaur-Cald- 
well Div., Fietcher’s Castoria, Carl S. 
Brown; The Centaur-Caldwell Div., Z.B.T. 
Baby Powder, Carl Brown; Boyle-Mid- 
way, Inc., Aero Wax, Geyer. 

In Production: The Simoniz Co., Floor 
Dts SSC&B; The Best Foods, Inc. ——_ 


Jell-O 
American 


Oats, SSC&B; Griffin Mfg. 
Inc., Allwite- laicrosheen, BC&P; Boyle- 
Midway, Inc., Wizard Deodorant, Geyer: 
General Motors Corp., Oldsmobile, D. P. 
Brother; The American Tobacco Co., Pall 
Mall, SSC&B. 


WNCT PRIMARY CBS AFF 


‘CT 7-1-1: )41 1a Pee OF 


Relemeleleme a tir mmr) 
A. Hartwell Campbell, 
John E. Pearson Co., Inc., 


time 
Gen. Mgr 
Nat'l Rep 




















Farm Directors 
(Cont'd from page 61) 


Des Moines 
wHo-tv—Robert H. 
Plambeck 


Fort Dodge 
KQTv—Vernon Gielow 
Mason City 
KGLo-tTv—Al Heinz 
Sioux City 
Kvtv—Chet Randolph 


Waterloo 

K WWL-Tv—Robert 

Newbrough 

KANSAS 
Hutchinson 

KTvH—Ray Huffer 
Topeka 

wisw-Tv—Wes Seyler 
KENTUCKY 
Louisville 

wave-Tv—Shirley Anderson 
LOUISIANA 


Monroe 
KNOE-TV—Harry Arthur 


MAINE 


Portland 
wcsH-tTv—Linwood H. Brofee 


MARYLAND 
Baltimore 
WBAL-TV—Conway Robinson 
wMAr-Tv—Robert B. 
Cochrane 
Salisbury 
wBoc-tv—Carroll Long 
MASSACHUSETTS 
Boston 
wBz-TV— Malcolm 
McCormack 
Worcester 
wwor-tv—Charles E. Turner 


MICHIGAN 
Cadillac 

wwtv—A. M. Gordon 
Detroit 

wwJ-tv—John Merrifield 
Kalamazoo 

wkzo-tv—Carl Collin 
Saginaw 

WKNxX-Tv—Boyd Harvey 
MINNESOTA 
Austin 

KMMT—Harley Shannon 


Minneapolis-St. Paul 
Kstp-tv—Karl Karnstedt 
wcco-Tv—Harry Seils 

Rochester 
KRoc-Tv—Jerry Boyum 


MISSISSIPPI 


Jackson 
wstv—Bob Neblett 
wL_pt—Howard Langfitt 


MISSOURI 
Hannibal 
KHQA-TV—(See Quincy, Ill.) 
Kansas City 
Kcmo-tv—C. W. Jackson 
KMBc-TV—Phil Evans 
St. Joseph 
KFEQ-TV—Harold J. Schmitz 
St. Louis 
KWK-TV—Dave Allen 
wtvi—(See Belleville, Ill.) 
Springfield 
KTTs-TV—Wendel Smith 


MONTANA 
Billings 

KOOoK-Tv—Cliff Ewing 
Butte 

KXLF-Ttv—Bob Blush 


Missoula 
KGvo-Tv—Tony Rollins 


NEBRASKA 
Holdrege (Kearney) 
KHOL-Ttv—Bob Schnuelle 
Lincoln 
KOLN-TV—Bill L. Morris 
Omaha 


wow-tv—Mal Hansen 


NEW HAMPSHIRE 


Manchester 
wMur-tv—Gus Bermir 


NEW MEXICO 


Albuquerque 
kKoB-Ttv—Dorothy B. Smith 


NEW YORK 
Albany, Schenectady-Troy 

wrow-tv—Bob Wallace 

wtri—Fred D. Shavor 
Kingston 

WKNY-Tv—Parran Gates 
New York 

wrca-Tv—Phil Alampi 
Rochester 

WHAM-Tv—George Haefner 
Shenectady (Albany-Troy) 

wres—Donald A. Tuttle 
NORTH CAROLINA 
Asheville 

WLOs-Tv—Jim Mills 
Greensboro 

wFMy-tv—George Perry 
Greenville 

wnct—Eck Wall 
Wilmington 

wMFp-Ttv—Al Compton 
Winston-Salem 

wsJs-Ttv—Harvey Dinkins 


NORTH DAKOTA 

Fargo 
wpayY-tv—Ernie Brevik 
KxJB-TV—(See Valley City) 

Valley City 
KxjB-Tv—Chester Rietan 


OHIO 
Cincinnati 
wcpo-tv—Abe Cowan 
wLw-tT—Bob Miller 
Columbus 
wBNns-Tv—William H. Zipf 
Dayton 
WHIO-TV—Joseph Rockhold 
Steubenville 
wstv-Ttv—Francis P. Taylor 
Youngstown 
wFMJ-Tv—Elden Groves 
WKBN-Tv—Stu Wilson 
Zanesville 
WHiz-Ttv—Roger Connor 


OKLAHOMA 
Ada 
KTEN—Roddie Peoples 
Enid 
KGEO-TV—Ewing Canaday 
Oklahoma City 
KWTv-Wayne C. Liles 
wkyY-Tv—Jack Stratton 
OREGON 


Portland 
KoiIn-TV—William Drips 


PENNSYLVANIA 

Bethlehem 
WLEV-Tv—Richard Getz 

Harrisburg 
wcMsB-tv—John A. Smith 


Lancaster 
WGAL-Tv—Robert Malick 
Philadelphia 


wcau-Tv—Amos Kirby 

wFIL-tv—Howard Jones 

wPtz—Will Peigelbeck 
Pittsburgh 

wotv—Byron Dowty 


Reading 
WEEU-TY—Samuel M. Black 
Wilkes-Barre 


WILK-Tv—James Hutchinson 


RHODE ISLAND 
Provider-ce 

wJAr-Tv—Seymour Horowitz 
SOUTH CAROLINA 
Anderson 

WAIM-TV—James Brownell 
Columbia 

wis-Ttv—Robert Bailey 
Florence 

wstw—Jack Brunson 
Greenville 

wrsc-Ttv—Ben Leonard 
SOUTH DAKOTA 
Sioux Falls 

KELO-Tv—Les Harding 
rENNESSEE 


Memphis 
wmct—Derek Rooke 


TEXAS 
Abilene 

KRBc-TV—Harry Holt 
Amarillo 

KFDA-TV—Tom Shaw 
Austin 

KTBC-TV—Dave Shanks 
Beaumont 

KBMT—Charles Smucker 
Dallas (Fort Worth) 

KRLD-tv—A. B. Jolly 

WFAA-TV—Murray E. Cox 
El Paso 

KROD-TV—Paul Stevenson 
Fort Worth (Dallas) 

wBap-Tv—W. A. Ruhmann 


Harlingen 

KGBT-Ttv—Bob McDonald 
Houston 

Kprc-Tv—Bill McDougal 
Lubbock 


KpuB-TV—Dave Sherrell 
San Antonio 

KcBs-TV—Bill Shomette 

woal-tv—Bill McReynolds 
Weslaco 

KRGV-TV—Brad Smith 


UTAH 
Salt Lake City 
KTvT—Jack Goodman 


VIRGINIA 
Harrisonburg 
wsva-tv—Homer Quann 
Lynchburg 
WLva-tv—Wayne Tyler 
Roanoke 
wsLs-tv—Glenwood Howell 


WASHINGTON 
Bellingham 
Kvos-Tv—Hal Reeves 
Seattle (Tacoma) 
KOMO-Tv—Bill Moshier 
Spokane 
KHQ-tv—Glen Lorang 
KXLy-Ttv—E. W. Jorgenson 


WEST VIRGINIA 
Charleston 

wkna-tv—J. J. Herget 
Huntington 

wsaz-tv—W. D. Click 
Wheeling 

WTRF-TV Wesley Manley 


WISCONSIN 
Eau Claire 
WeEau-Tv—Jim Hill 
Hutchison 


Green Bay 

wBay-tv—Craighton Knau 
Madison 

wMtv—Tom Arend 
Milwaukee 

wtMJ-tv—Hugo Murray 
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CBS Primary 
ABC — DuMont 
NETWORKS 






MONTGOMERY, 
ALABAMA 


“CRADLE OF 
THE 
CONFEDERACY” 


MONTGOMERY GROCERS 
PREFER 


WCOV-TV 


5 tol 


William Lynn Adv. Agency asked over 200 
Montgomery grocers which of the two local 
Television Stations they would recommend 
for an advertising campaign. 

Over 80% of the grocers answering the ques- 
tionnaire recommended WCOV-TV. They 
know that a campaign on Channel 20 always 
produces results. 


Get Details From PAUL H. RAYMER CO. 
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Toy (Continued from page 53) 


This support was so strong that Mr. 
Freud commented on “the wonderful 
cooperation we received from tv repre- 
sentatives everywhere.” 

Response was tremendous. Sales in- 
creases were reported from nearly 
every cooperating store. A survey at 
the conclusion of the drive showed an 


overwhelming approval. 


Expand 1955 Campaign 
In 1955 the Council plans an ex- 


panded television campaign. Some re- 
visions in format have been devised 
as a means of concentrating the pro- 
grams into the toy-buying season and 
expanding coverage to _ interested 
areas. 

This year the Council will expand 
its overall budget from $1,300,000 to 
$1,500,000. It is expected that a good 
portion of this will be added to the 
$500,000 spent last year in tv. 

Selection of toys is expected to be 
on the same basis as last year. Instead 
of buying 30-minute shows in top 
markets the program will become a 
15-minute film show based on the 
panel format. A “name” master of 
ceremonies will be engaged. Panel 


‘members will be child educators, who 


will answer questions put by children, 
parents and others about the right 
kind of toys for each age child. 

The film campaign will go to mar- 
kets in which stores and stations ex- 
press an interest in the purposes of 
the Council and the advertising cam- 
paign. Probably double the 45 markets 
used last year will be included—per- 
haps the list will be expanded to 100. 

The campaign will begin Nov. 1 and 
run through Dec. 15, using programs 
from three to five times a week where 
possible. In some markets the films 
may be repeated a second time. 

Similar 15-minute radio programs 
are also being prepared this year and 
will be handled on the same basis. 

(The addresses of retail 
stores participating in the program 
will be available to viewers who call 
telephone operator 25 in each city.) 


member 


“By broadening our presentation 
and concentrating our schedule,” says 
Mr. Freud, “we believe we can reach 
more people more effectively and 
thereby achieve even greater success 


ec? 


through television in 1955. 




















Washington Memo 


THE NETWORK INQUIRY. Now that 
the two staff reports of the Senate In- 
terstate & Foreign Commerce Com- 
mittee on the network-uhf studies 
have been submitted, it won’t be long 
before Chairman Warren G. Mag- 
nuson raps for order to receive testi- 
mony on the highly important ques- 
tion of what to do about television. 

A great deal has happened since the 
subcommittee headed by Sen. Charles 
E. Potter held hearings last summer 
on ultra high problems. First, Sen. 
Potter was never permitted to issue 
a report. Second, Sen. John W. Brick- 
er, who was then chairman of the 
Committee, decided to investigate the 
networks and appointed former FCC 
Comr. Robert F. Jones to lay the 
groundwork for hearings. Third, the 
Democrats on the Committee wanted 
somebody to represent them and as a 
result Harry Plotkin, formerly with the 
FCC, was appointed as “minority” 
counsel, with, we understand, the 
blessings of the networks. 

Then came the elections and the 
change in party control of the Commit- 
tee. Plotkin could no longer be re- 
garded as “minority” counsel, nor 
Jones “majority.” Plotkin got out his 
report first, putting the responsibility 
for solving tv’s problems in the lap of 
the FCC. Jones came out with his re- 
port two weeks later, containing no 
major proposals, other than further 
inquiry to determine what should be 
done. Having filed their reports, both 
Jones and Plotkin returned to their 
respective law practices. 

In the meantime, the uhf situation 
has continued to deteriorate to the 
point where one-third of the permits 
originally issued have been dropped. 

The big question now is whether the 
FCC will act to carry out the recom- 
mendations made in the Plotkin report 
or decide that it does not have the 
authority, contrary to Mr. Plotkin’s 
views, to exercise regulation of the net- 
works. The Commission was given six 
months by Chairman Magnuson to 
comment, with preliminary reports in 
the interim. 

While the Commission is studying 
the report and arriving at a conclu- 
sion, the Committee will go ahead with 


its hearings. They should provide the 
industry with plenty to think about in 
the months to come. 


THE TOLL OF Tv. Television’s im- 
pacts are not necessarily on other 
media. The development which will 
bring in mountains of words to the 
FCC in the next few months threatens 
to affect tv itself, as we know it. What 
is this “monster”? 

It has a variety of names. The FCC 
refers to it with the dignified nomen- 
clature of “subscription television”. 
Elsewhere, it’s called pay-tv, toll tv, 
fee-tv, pay-as-you-see tv, coin box tv, 
boxoffice tv, home-toll, and system 
names of Phonevision, Subscriber- 
Vision and Telemeter. 

The Commission really started 
something in calling for written com- 
ments on the various proposals for- 
to coin another name—gas meter tv. 
The information it requests should 
provide enough work to keep a staff 
busy for months. Just to cite a few 
sample questions: 

What role will be played by the net- 
works in subscription tv? What role 
will be played by the motion picture 
industry? Who will control the pro- 
duction and distribution of programs? 
What will be the impact on “adver- 
tiser-sponsored” broadcasting? Who 
will control the patents on equipment? 

There are so many possibilities- 
good and bad, depending on the view- 
point—suggested by toll iv that re- 
gardless of how strong a case is made 
for it there’s little likelihood that the 
FCC will simply say: “Okay. go ahead 
and use it”. One commissioner, whose 
thinking is usually with the majority. 
would want to see it tried out in one 
city before it would be generally au- 
thorized. He also feels that the public 
should always have a choice of a 
“free” program. 

If there is to be such a restriction, 
authorization of toll tv would be bar- 
red from _ single-station markets. 
Doubtless, this would raise the ques- 
tion of just what is a single-station 
market. Suppose there’s one local sta- 
tion and fringe service from other 


(Continued on page 76) 
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| cities. How far would it have to be 
| from another station? With the trend 
toward higher power, might not a sin- 


gle station market today change its = New Weston 


si ? 
siatus tomorrow Sed: . MADISON AT SOTH 
Although there’s little support from 


the tv broadcasting industry for toll 


: English Lounge 


| tv, might not authorization result in Sieetiag glace 


of show business 


more stations, particularly in single 
station markets? Certainly, if the serv- 
ice would bring in the revenues its 
| proponents claim, one might have rea- 
| son to expect an avalanche of appli- 





cations for idle channels. 







of the total of Assuming it could clear the techni- | 


126 Quarter Hours 3 cal and legal hurdles, toll tv might | Two ef the Guest hetels in New 


York are just “around the corner” 
from CBS, Dumont or NBC. 


“ 


. precipitate a whole series of “im- a ae 
et ° ° ° ° Beautifully decora rooms 
ween 6 p.m. and 10 30 p.m. ; pacts” itself. With Cinemascope, Vis- and suites for permanent 


or transient residence. 


tavision, Cinerama, etc., the viewing Iden) bend ; 
WMCT has 87 top- public might not be long satisfied with oe ne 
oe 
rated periods! 


Pa sae 


ae 


seeing first-run films on a 17-inch 
or 21-inch screen. This could give 
impetus to development of new tech- 
niques in home television, possibly a ‘ 

oo type of receiver which projects | _ Berkshire 
the picture on the wall. RCA board MADISON AT 52ND 
chairman David Sarnoff predicted Barberry Room 
only a month ago that through the ' Wintn Gin eitititiien 
application of “electronic light” the 4 go after theatre 
present picture tube will be ultimately : 
replaced by a flat screen “that can be | 
hung on the wall like a picture”. He 





called it “mural television”. 
And should the “unscrambled” pro- 








Here is over- gram hurt the motion picture theatre 
whelming testimony of as the exhibitors fear it will, certainly zy 
WMCT's leadership in the the theatre owners just won’t sit back 


Memphis market. 
Such a rating dominance is vital- 
ly important to you in reaching 





and take it. Perhaps we might see a 
campaign which will make previous 





over 341,000 TV homes in the efforts puny in comparison to lure 
Mid-South area. {as of March I, people back to the movies, with the at- 
1955) tractions of the theatre glorified as 


never before. What gimmicks might 
be employed to protect the box office 
only the press agents know. 


CHANNEL 5 


Memphis’ First this point. As toll tv “threatens” to be- The Market 


TV Static 





But all this is quite premature at 


come a reality, the clamor to stop it | The Power 
The Set-count 
The Facilities 


NOW . y 
Tee ayaa will become tremendous. The theatre 





owners, through their Joint Commit- | the Know-how 
tee on Toll Tv, are planning a vigor- | for efficient 
ous campaign. And Congress will sure- sales in 
ly get in the act. There’s already one ene Joe 
bill in the hopper to discourage it. 

WNCT primary CBS AFF. 
THOSE DROPOUTS. Because the Greenville, N. C. 
number of ultra high authorizations | 100,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 


cancelled has passed the 100 mark, not hates ©. Pusan Go. tas.; Vest? no. 
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Wall Street Report 


The tv group of stocks 


Up, Up, Up. 
continues to climb along with the stock 
market and by this time it’s almost 
impossible to determine whether the 
television companies are advancing on 
their own power or riding the crest of 
public optimism. 

10 the 
average 


In the week of February 
Barron’s tv group stock 
wafted to a new high of $46.58 per 
share and was still climbing as the 
week came to a close. One of the most 
bullish factors for the tv industry was 
the performance of Storer Broadcast- 
ing. In the short time that it’s been in 
the public market this company’s stock 
has been a striking illustration of the 
strength of the industry. 

At a special meeting last month 
Storer shareholders approved an in- 
crease in the authorized outstanding 
common from 1,500,000 to 3,600,000 
shares. This will be followed by a 
distribution of the 
present common stock and the Class 


share-for-share 


B stock outstanding. There are at pres- 
ent 262,750 outstanding 
shares and 843,250 shares «of Class B 


common 


stock. 

When the reshuffling of the capitali- 
zation has been completed the board 
will be in a position to sell an addi- 
tional block of stock to the public. 
But the amount is limited to 262,750 
shares. This additional capital would 
be used to retire the company’s pres- 
ent 15,000 shares of outstanding 7 per 





cent preferred stock and provide addi- 
tional working capital for the company. 


Storer Earnings. It’s estimated that 
for 1954 Storer will show earnings of 
approximately $3.35 per share. In the 
current year Storer’s earnings are ex- 
pected to exceed those of 1954 on the 
basis of dollar net, but since the num- 
ber of shares outstanding will be far 
greater the per share calculation will, 
of course, be lower. Storer’s moves are 
all being planned with the aim of 
eventually listing the company’s stock 
on the New York Stock Exchange and 
that move may be made later this year. 

Consolidated Broadcasting, mean- 
while, with three tv stations and five 
radio outlets, is now winding up the 
first quarter of its current fiscal year 
1955. Con- 


solidated acquired its Minneapolis tv 


which ends November, 
outlet late last year and while the com- 
pany issues no quarterly reports it’s 
unlikely that its net income will be a 
gain over the previous year when it 
was privately owned. However, the full 
revenue benefits of the new tv station 
will begin to appear in the second 
quarter when its earnings should start 
to climb and by the year-end earnings 
could match or surpass the $2.02 per 
share the company earned last year. 

which this col- 
umn has not drawn attention to in the 


Another company 


past but which at the moment is at- 
tracting attention in investment circles 


is Tung-Sol Electric, Inc. This fifty- 
one-year-old firm ranks among the top 
five of the nation’s producers of elec- 
tron tubes. There are eight major tube 
producers. Tung-Sol’s output accounts 
for an estimated 9 per cent of the in- 
dustry’s total. 

Supplies Set Makers. Tung-Sol sup- 
plies nearly all leading tv set makers, 
radio and auto radio makers, business 
machine producers and the govern- 
1954 Tung-Sol 


100,000 shares of cumulative prefer- 


ment. Late in sold 
red stock for $5 million. Tung-Sol is 
girding itself for the production of 
color tv tubes and the proceeds from 
the stock sale will be used, among oth- 
er things, for plant expansion, since 
color tv sets require about one and 
one-half times as many electron tubes 
as the black and white sets. 

Since 1949 Tung-Sol’s electron tube 
sales are a brief outline of the growth 
of the tv and allied industries. In that 
year Tung-Sol’s volume from electron 
tubes was $7.5 million, compared with 
$4.5 


miniature incandescent lamps used in 


million from the turnover of 
auto lighting and $3.5 million from 


other products such as_headlighi 
lamps, transistors and signal flashers. 
By 1954 the company’s volume had 
jumped to over $40 million with the 
electron tubes accounting for over $20 
million of the total. Actually tube sales 
declined in 1954, due primarily to a 
drop in military orders. 

Tung-Sol has 565,328 shares of com- 
mon outstanding of an authorized is- 
sue of one million shares. In the last 
six years the company’s earnings have 
ranged from a low of $917,310 equal 
to $1.43 per share to a peak of $3,- 
092,951 or $4.84 per share in the fol- 
lowing year, which reflected the 
Korean War emergency. In 1953 the 
company earned $2.78 per share and 
for 1954 the earnings are $3.07 per 
share. The stock has been on a 25-cent 
quarterly dividend basis for the past 
four years and an extra of 25 cents 
has been declared at the end of each 


year. 


Interest in Subscription Tv. ow 
Wall Street attention is turning slowly 
but steadily toward the question of 
subscription television and the eventual 
relationship between the film industry 


(Continued on next page) 
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MERCHANDISING 
Giant-Sige Fiber Board Toys 


Want to insure the success of your next promotion? Want to influence 
the small-fry and put them to work selling your merchandise? Then MPI 
Play-Size Fiber Board Toys are unquestionably for you. Dollar for dollar, 
they are the b-i-g-g-e-s-t values in the premium field. They are sturdy, 
easy-to-assemble and realistic in every detail, just like the grown-ups. 


MERCHANDISING PREMIUMS has a toy for every kid and a premium 
for every TV promotion . . . self liquidators, giveaways, contest prizes or 
just as props for kiddie TV shows. And if it isn’t in the line, we'll custom- 
build one to your most exacting specifications. Our Facsimile Department 
specializes in reproducing hard goods items in fiber board. 


Write today. You'll be surprised at the low cost of a giant-size MER- 
CHANDISING premium. 








DING DONG SCHOOLHOUSE 





4 
WESTERN HOUSES SUPER MARKETS + SCHOOLHOUSES}* RANGES 
REFRIGERATORS + INTERPLANETARY ITEMS * TREASURE CHESTS 
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Wall Street (Continued) 


and television. The FCC opened the 
issue by asking the supporters of sub- 
scription television to submit their 
recommendations. International Tele- 
meter, an aililiate of Paramount Pic- 
tures; Zenith, supporter of Phone- 
vision, and the Skiatron interests, 
backed by a half-dozen uhf stations, 
have joined the rush to get their pleas 
and presentations in by May 9. 

The investment specialists are keep- 
ing a wary eye on developments. There 
is stout opposition from theatre own- 
ers to the new system. Another hazard 
is the danger of too tight control of 
the tv film industry by a few com- 
panies—particularly if they become 
directly allied with programming. This 
would, in effect, recreate in the new 
sphere the very evil the Department of 
Justice broke up in the Hollywood em- 
pire. 

Nor is that the only development 
which is realigning investment think- 
ing on some stocks. It is evident now 
that the major movie makers are 
squared away sufficiently to turn their 
full attention to their future role in tv 
film production. Twentieth Century- 
Fox, for example, is now ready to 


.make films for tv. Its been suggested 


that one of its first moves will be to 
make a Charlie Chan series, since it 
holds the film rights to that character. 
Thus Jack Webb, Colonel March and 
Sherlock Holmes would have some 
competition of the oriental type. The 
prospect is doubly attractive since the 
old Chan pictures have recreated in- 
terest in the detective in the last two 





years. 
High-Low Last 
Stock 1954-55 Quote* 
ABC-UPT 27%4-14%4 27% 
ADMIRAL 30%4-18%4 29% 
AVCO 7U%4- 45% 7 
CBS 9414-4156 85% 
DU MONT 17 - 9% 165g 
EMERSON 16%%- 94% 16% 
GE 55%4-37% 53% 
MAGNAVOX 321%4-16% 31% 
MOTOROLA 5334-30%4 50% 
PHILCO 40% -28 39% 
RCA 4514%4-22% 4456 
RAYTHEON 24%4- 8% 2358 
SYLVANIA 48%-31% 465% 
WESTINGHOUSE 83%4-50% 805 
ZENITH 97% -6344 95%4 
Over-the-Counter Stocks 
Bid-Asked 
CONSOLIDA FED 2514-26 
GUILD Tie- 8 
OFFICIAL 3 13/16-3 15/16 
STORER BDCSTG. 2614-27% 


*As of the close, Feb. 23, 1955 




















Made in Michigan 


.-- tO move the world 





DIESEL 
EQUIPMENT Family car — locomotive — jet plane . . . all rely on important 
DIVISION precision parts created by the men and women who work at Grand 


Rapids’ General Motors Diesel Equipment Division: Fuel nozzles 

for jet planes, unit fuel injectors for diesel engines, hydraulic 

valve lifters for GM cars. These products, and many others, are 

manufactured thousand-upon-thousand to keep a multitude of en- 

gines operating smoothly and surely ...on land... on sea 
- in the air. 











GRAND RAPIDS eee 


CITY . LIMIT i yer 


Ty 
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Operator inserts clip by machine which will hold 


Boring the inside diameter of the hydraulic valve 
hydraulic valve lifter assembly together as a unit. 


lifter body in preparation for a honing operation. 


WOODland-TV is big territory! 


GM’s gigantic pace of progress in the precision 
parts industry is a stimulant to the Western 
Michigan area. Continuing growth and prog- 
ress are prominent characteristics of the many 
successful industries which flourish in WOOD- 
land-TV. And big-time production throughout 
the area makes this a big-time market . . . 
always on the go to even greater capacity and 
achievements. 


WOOD.-TV’s program of expansion is right in 





WOOD-TV 


GRAND RAPIDS, MICHIGAN 


step with the thriving market it serves so well. 
First station in the country to deliver 316,000 
watts from a tower 1000’ above average terrain, 
WOOD.-TV gives you the primary trading center 
of Grand Rapids, plus important communities 
like Muskegon . . . Battle Creek . . . Lansing... 
and Kalamazoo. For top coverage of this rich, 
growing Western Michigan market, schedule 
WOOD.TV ... Grand Rapids’ only television 
station! 








GRANDWOOD BROADCASTING COMPANY ¢ NBC, BASIC; ABC, CBS, DUMONT, SUPPLEMENTARY ¢ ASSOCIATED WITH WFBM-AM AND 
TV, INDIANAPOLIS, IND. e WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. e WOOD-AM, WOOD-TYV. REPRESENTED BY KATZ AGENCY 
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Conference 


super Circus 


Face The 
Nation 
(L-8) 


Now And 
Then 
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Adventure 
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American 
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The 
Search 
(L-8) 
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Wants 
te Know 
(L-8) 
Johns 
Hopkins Background 
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American 
Forum 
(L-8) 


4uvenile Jury 
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Zoo Parade 
(Ll) 


Quaker Oats 


Hallmark 


Capt. 
Gallant of 
The Foreign 

Legion 
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] | | | | | | | Meet The % 
Press (L) 
Omnibus Johns-Man- 6:15 
) (5-6:30) ville, Pan . 
American 
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max— sustice: | "8% Bolser RB. J. Riley (F) (L-S) | Schick, Ine. Hollywood Picture Lincoin- _ 8:45 
ower Borden Co. , wel Reynolds Gulf Oil | (P) eons (L-8) Mercury eusteetien : 
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The Flags Flew 


This is Harry Martin, tv host with the 
most. He plows a full schedule of farm 
programs on Channel 6 in Indianapolis 
His Market Reports, sponsored by Ralston 
Purina at noon daily, has the rapt attention 
of the agricultural set hereabouts (here- 
abouts includes 90,000 farm families in 


our coverage area). 


A few weeks ago Purina offered, via 
Harry’s show, a hundred mail box flags to 
the first hundred viewers whose letters or 


post cards had the earliest postmarks. 


The single announcement brought 2,606 
requests. The winners were all postmarked 
within two hours of the announcement. 
Martin’s pulling power prompted Purina 
to discontinue the offer, which had been 


set for successive repeats. 
RE 


Harry Martin was born on a farm which 
was bought from the government by one 
of his ancestors in 1826, ten years after 
Indiana became a state. It would take a 
Wabash Indian to claim earlier roots in 
Indiana. Pioneering’s in his blood — 
Harry began the first regular farm tv pro- 
gram in Indiana, did the first live studio 
demonstration commercials (both for 
WFBM-TV) and keeps in touch with the 
soil via his suburban acres where he raises 


rutabagas and Indiana limestone. 


Like all WFBM._ personalities, he also 


raises. results. for sponsors. 

















Armour (Continued from page 43) 


bracketed by live shows and would 
elso have broken up the network’s 
block programming. 

“Then Gobel cropped up,” Skillin 
recalls, and Armour took him on the 
basis of his record as a summer re- 
placement the year before. The meat- 
packer promptly bought 15 programs 
and five summer replacements to tout 
its Dial soap. (The agency is Foote, 
Cone & Belding, Chicago, with W. R. 
Forrest as account supervisor ; James 
Cameron, account executive for Dial 
soap; Elwood C. Ratliffe, for Dial 
shampoo.) The program, cosponsored 
by Pet milk, has more than 90 per 
cent coverage of tv homes, is being 
seen on a network of some 126 sta- 
tions. And, as is well known, it has 
enjoyed a steady pull of high ratings 
and critical plaudits. 


Developed New Soap 


Dial and Ken Skillin have practical- 
ly grown up together, businesswise. 
The advertising head had rejoined 
Armour after the second world war 
just as plant chemists were develop- 
ing the new soap formula. Two years 
later, Dial was on the market and 
Skillin, well entrenched 
seles promotion manager for soap 
products. He used full-page color 
newspaper ads with scented ink to 
bring Dial close to everyone’s nose. 
As a result, drug and department store 
sales proved strong and provoked the 
big move into food stores—where 90 
per cent of all toilet soap is sold—to 
the tune of high-geared national ad- 
vertising. In one test city, Omaha, Dial 
almost immediately took over a tenth 
of the food store volume. 


as assistant 


“Years from now, advertisers may 
say Dial was a ‘natural’,” Ken Skillin 
explains, “But like every other promo- 
tion job, it took the effort of a lot of 
people to find out how to give the con- 
sumer exactly what he wanted.” 

What 


odorant soap that is effective, yet 


consumers wanted—a _ de- 
pleasant smelling—is the basis of a 
question now driven home over both 
television and radio: “Aren’t you glad 
you use Dial, and don’t you wish 
everybody did?” 

“Dial is one product that has used 
television consistently,” Skillin ex- 
plains, “and we'd find it difficult to 


get along without it.” He also feels, 
however, that much of the Dial suc- 
cess is due to promotional devices like 
the 1953-54 oil well contests, even 
though Gobel warned, “A lot of peo- 
ple are going to lose.” 

The company’s balanced use of all 
advertising media—a delicate alloca- 
tion of space and time by products—is 
decided at semi-annual sessions of a 
policy committee. One member, soft- 
spoken Bob Pearsall, the executive 
vice president to whom Skillin reports, 
says, “Whatever the medium, Armour 
has to be competitive. And we cannot 
overlook the tremendous appeal of 
television.” 

Armour is looking for greater appeal 
via some of its other broadcast cover- 
age: Locally, over wNBQ Chicago, for 
example, Armour backs Clint Youle’s 
weather program three nights weekly, 
for Dial (Foote, Cone & Belding) on 
Mondays and for hams and bacon 
(Tatham-Laird, Chicago, with C. R. 
Standen handling the account) Tues- 
days and Thursdays. 


On Radio, Too 


On radio, Armour sponsors CBS’s 
The Second Mrs. Burton five days a 
week for canned meats and Dash dog 
food (Henri, Hurst & McDonald, Chi- 
cago). On NBC, it buys four 15-min- 
ute slots a week for Dial soap and 
shampoo; three of Fibber McGee and 
one of It Pays To be Married. 

Armour has also just finished a run 
of CBS Radio’s daytime Wendy War- 
ren, handled for the Miss Wisconsin 
cheese account through John W. Shaw 
Advertising, Inc., Chicago. The same 
agency also handled pre-Thanksgiving 
and pre-Christmas television spots for 
broadbreasted turkeys on NBC-TV’s 
Today. (Dave Garroway, who has pre- 
viously had Armour as a sponsor for 
15 months on Today, plus Dial Dave 
Garroway and other earlier shows, is 
a favorite son.) 

And, like many food processors, Ar- 
mour has personified its trademark in 
the form of “Marie Gifford,” a ficti- 
tious homemaker (played for 20 years 
by Esther Latzke). “Marie Gifford” 
has been number of 


show-how color films, produced by 


featured in a 
Armour’s consumer service dept. and 
supplied free to home economics class- 
educational 


es, women’s clubs and 


(Continued on page 85) 





ROMERO 
OWNS 

SAN 
FRANCISCO 
. JUST LOOK 
AT THIS 
RATING 
REPORT 





In San Francisco, says ARB, Cesar 
Romero's new TV hit, Passport 
to Danger, dominates its time period 
...as it has from the first night 
it went on the air! Rating is high, 
share of audience a whopping 

75.5%, and going up. 


Now we know this show is “‘hot"’! 
Top markets are going fast, 

but some are still available . . . 

if you hurry 


CESAR ROMERO, starring in... 


ABC FILM 
SYNDICATION, INC. 

7 West 66th St., N. Y. 
CHICAGO + ATLANTA « HOLLYWOOD «+ DALLAS 
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Rates (Continued from page 49) 


Today on the same 54 market basis 67 
per cent have this ratio. And on the 
same basis a year ago 59 stations, or 
16 per cent, had lower network rates 
than spot. Today in the 54 markets only 
12 per cent sell network cheaper. 

While these figures are not entirely 
comparable (since the present study 
takes up the top 54 markets only and 
rates in smaller markets would have 
their influence) it seems examination of 
the two indicates a growing trend 
toward cutting spot rates lower than 
network. 

If you are interested in further prov- 
ing the inconsistency of station rate 
structure a glance at the spot rates for 
20-second and ID announcements might 
be interesting. 


Percentages Differ 


Announcement rates are customarily 
based on a percentage of the hourly 
rate. The rub comes in what percentage 
is chosen. In the top fifty-four markets, 
at least, this ranges all the way from 
a low of about 17 per cent to a high, in 
& few cases, of 27 per cent. This differ- 
ence in the comparative value stations 
put on their 20-second spots again re- 
flects a number of things. Demand, of 
course, is the largest contributing fac- 
tor. A station loaded with requests for 
20-second announcements can charge 
a higher rate than one that has trouble 
filling these time segments. 

Management thinking has its effect, 
of course, with some executives feeling 
it is better to sell a great number of 20- 
second spots at low rates than smaller 
numbers at high rates and vice versa. 

The rate for ID’s is much more uni- 
form in relation to the 20-second rate. 
On the vast majority of stations the rate 
for ID’s is just half the 20-second rate. 
But even here there are exceptions. 
Some stations charge more than half, a 
few charge less. 

Rates of the various stations within 
an individual market make an interest- 
ing study. Take New York, for example, 
where there are seven. stations. Rates 
for one hour of network time vary all 
the way from $6,200 on wRcA-TV down 
to $3,200 for the same hour on WABD. 
In spot the range is even greater. With 
the non-network stations included 
wrca-TV has the high rate at $6,200 
(same as for network) while wor-Tv 
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Network, Spot Rates in Top Television Markets ° 


(Continued from page 49) 


SETS 
(Jan. °55) 
Lansing 
WJIM-TV vhf 407,256 
WTOM-TV uhf 55,000 
Albany-Troy-Schenectady 
WROW-TV uhf 125,000 
WRGB vhf 405,600 
Seattle-Tacoma 
KING TV vhf 398,000 
KOMO-TV vhf 387,300 
KTNT-TV vhf 387,300 
KTVW vhf 370,100 
Topeka 
WIBW-TV vhf 388,142 
Manchester, N. H. 
WMUR-TV vhf 381,338 
Galveston-Houston 
KGUL-TV vhf 378,000 
KPRC-TV vhf 378,000 
KTRK-TV vhf 378,000 
Syracuse 
WHEN-TV vhf 352,040 
WSYR-TV vhf 354,000 
Norfolk-Newport News 
WACH-TV uhf 94,300 
WTAR-TV vhf 342,581 
WVEC-TV uhf 125,000 
(Hampton) 
Jacksonville 
WJHP-TV uhf 81,000 
WMBR-TV vhf 340,763 
Memphis 
WHBQ TV vht 315,032 
WwMCT vhf 315,032 
Binghamton 
WNBF-TV wht 307,020 
Champaign 
WCIA vif 307,000 
Birmingham 
WABT vhr 303,630 
WBRC-TV vhf 304,314 
Toledo 
WSPD-TV vhf 303,050 
Miami 
WGBS-TV vhf 301,000 
wiv vhf 301,000 


NAT. NAT. NAT. 
NETWORK SPOT SPOT SPOT 
(1 hr. nite) (1-hr. nite) (20-sec.) (ID) 
$700 $300 3150 $75 
200 200 35 25 
DuM 250 
ABC-300 250 50 25 
1,200 850 165 82.50 
900 700 150 70 
1,000 300 160 80 
900 700 150 70 
— $25 85 42.50 
250 100 80 40 
200 250 37.50 18.75 
700 700 165 75 
NBC-1,050 770 150 75 
ABC- 
800 700 140 70 
900 700 140 60 
DuM-900 660 115 60 
NBC-800 
—- 300 21 12.60 
875 300 160 80 
DuM-350 300 60 30 
NBC-325 
DuM-150 
ABC-NBC-200 200 40 16 
600 600 150 70 
900 700 140 62.50 
900 700 125 62.50 
600 600 120 60 
CBS-NBC-600 150 90 45 
DuM-500 
750 650 160 80 
750 650 160 80 
300 850 170 85 
500 500 100 50 
900 900 180 90 


(Note: Set figures are from TELEVISION AGE, January Set Count, based on reports 
submitted by stations. Rates are from January rate cards.) 





and wPIx charge only $1,500. You can 
buy a one-time ID on wrx for $100 
but it would cost $815 on wRCa-TV. 

Second largest market, Chicago, is 
more nearly uniform with its four sta- 
tions all network-affiliated. Top price 
is $3,300 for a Class A network hour 
and low is shared by wBKB and WGN-TV 
at $2,200. Spot hours vary more with 
the high on wnegQ still $3,300 and the 
low on w6n-TV for a film hour $1,250. 
ID’s cost $300 on wBBM-TV but only 
$155 on WGN-TV. 

Going down the list these differences 
show up in nearly every market. A few 
stand out as exceptions. In the Steuben- 
ville-Wheeling market, for example, 
both stations sell network and spot 
hours for $400, ID’s for $40. In Cin- 
cinnati three stations have decided that 
$1,200 is about right for a network 
hour. On the spot hour two have a 


same time for $850. Both Indianapolis 
stations have a $1,200 rate for a net- 
work hour, differ on the spot hour. 

In spite of all this, rate cards are im- 
proving. As inconsistent as they still 
are some of the most glaring inconsist- 
encies of a few years ago show signs of 
abating. For the most part station rates 
are more standardized than they were. 
thanks to the constant efforts of indus- 
try groups like the NARTB and BAB, 
and SRA. 

One real improvement can be seen 
in the layout of the cards themselves. 
More rate cards today are organized for 
easy use than were a few years ago. 
There are still notable exceptions but 
chaos is no longer the rule. 

One veteran of the industry summed 
it up: “Station rates are inconsistent,” 
he said, “but the inconsistencies make 
more sense than they used to.” 























Armour (Continued from page 83) 


groups throughout the country. Sig- 
nificantly, the films are now finding 
a new use—as public service fare on 
many local tv stations. And this use, 
Armour feels, is tremendously im- 
portant: To reach 16 million people 
in person, nine films had to be shown 
more than 240,000 times, but only 2,- 
000 screenings have already reached 
158.7 


vision. 


million consumers—via tele- 
Almost 90 per cent of the company’s 
gross volume comes from meat and as- 
sociated items, dairy products, poul- 
try and lard. And Armour’s annual 
output is astonishing. It supplies the 
nation’s meat one day in seven. 


Even so, by-products are becoming 
increasingly important. Armour not 
only soaps (Dial, Chiffon 
Flakes and Suds, a detergent), but it 
100 million 
pounds of fats and oils a year in its 
McCook (Ill.) chemical plant. 


makes 


also produces up to 


Waste Products Important 


At ils new $12-million pharmaceu- 
Kankakee, the meat- 
packer converts thousands of tons of 


tical center in 


once-wasted animal organs into power- 
ful new drugs like ACTH. In the same 
plant, huge fractionating tanks and 
centrifuges whirr in 23-below-zero 
temperatures to produce gamma 
globulin. Another blood fraction—for 
use in the control of shock—is being 
provided in mounting quantity for the 
Dept. of Defense. 


This humming empire got its start 
about a century ago when Philip Dan- 
forth Armour, 19, left his father’s 
New York farm to prospect gold in 
the west. 


Back in New York five years later 
(to marry a girl who hadn't waited), 
he headed west again, this time end- 
ing in Milwaukee. Again, he went into 
business for himself, as a produce 
commissioner. His keen managerial 
sense drew the attention of John Plan- 
kinton, Milwaukee’s largest packer. 


In 1867, Plankinton 
branch slaughterhouse in Chicago's 
stock yards with Phil 


charge. The offshoot plant grew so fast 


founded a 
Armour in 


it ultimately produced more meat than 
the parent company and was estab- 


lished as a separate organization, Ar- 
mour & Co. 

Philip Armour built his personal 
fortune further through speculation 
on Chicago’s Board of Trade (at a 
time when Chicago’s great families 
and fortunes were being founded). 
And when refrigerated railroad cars 
needed capital, he was ready. As a re- 
sult of that success, he branched out 
to New York, lowa and Nebraska and 
had the pattern for national operations 
well drawn by the time he died in 
1900, management in the 
hands of his son. 


leaving 


Nevertheless, the company’s growth 
has not been placid. Right after the 
first world President 
Specht was a branch house manager), 


war (when 
Armour & Co. was hit by severe inven- 
tory losses. The red figures reached a 
climax of more than $31 ‘million for 
1921, but Armour & Co., standing 
firm under a financial load that would 
have crushed a lesser organization, 
stayed in business. As a result, the 
company has had strict limitations on 
its spending, which have made it dif- 
ficult to keep the total plant in cracker- 
jack shape. 

now in the 
midst of a two-year, $10-million build- 
ing program designed to revitalize its 
home plant in Chicago. The recon- 


So Armour & Co. is 


struction, says Specht calmly, will 
“pay out much faster in relation to its 
cost than anything Armour & Co. has 
ever done.” 

Some 50 buildings—nearly 40 per 
cent of the existing plant—are to be 
eliminated in order to consolidate the 
operations that are still, after 89 years, 
located in the heart of the Union Stock 
Yards. No longer will a potential pork 
chop have to travel a mile and a half 
in order to be processed at a loss. 

For the basis of Armour’s business 
is still meat. Total sales last year top- 
ped an overwhelming mark, $2 billion. 
This year, the company sees itself 
“competing favorably,” a_ galloping 
optimism that has ifs basis on a live- 
stock supply and a consumer demand 
that are both high-level. In addition, 
there is the remarkable fact that, as 
Armour can point out, Americans this 
year will serve 21,000 mere meals 
every day. And, on Saturday at least, 
a large percentage of them certainly 
will be served in front of the nation’s 
television receivers. 


| 





JOHN IRELAND 
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WALTER SLEZAK 
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52 star-spangled films, paced by 
top names from Hollywood and 


Broadway...great scripts ..superb 
direction by Roy Kellino, Ted Post, 
and others. If you want to make a 
real impression, this is for you! 


ABC FILM 
SYNDICATION, INC. 


7 West 66th St., N.Y. 
CHICAGO - ATLANTA - HOLLYWOOD - DALLAS 
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Chart (Continued from page 80) 


p.m.): M., W. & F.—General Mills; 
Tu. & Th.—Toni. 

“Robert Q. Lewis’’ (M.-F., 2-2:30 
p.m.): 2-2:15 p.m. Tu.—Alka- 
Seltzer; Wed.—Corn Prod. Th.—S. 
Cc. Johnson 2-2:15 p.m. Fr.—Doe- 


skin 2:15-30 p.m., Tu.—Helene 
Curtis; Wed.—Gen. Mills; Th.— 
Swanson; Fri.—Gen. Mills. 
**Linkletter’s House Party’’ (2:30- 
3 p.m.); 2:30-45—M., . & FB. 
Lever Bros.; Tu. & Th., Kellogg. 
2:45-3—M.-Th., Pillsbury ; Fri., 


Dole Pineapple. 

‘Bob Crosby Show’’ (M.-F., 3:30- 
4 p. m.); 3:30-45—Tu., Toni; Wed., 
Simoniz; 3:30-45 Thu.—Swanson; 
Fri., S. O. S., alt. wks. 3:45-4—M., 
W. & F.—Genera!l Mills; Th., Am. 
Dairy. 

“The Best of Broadway’ (W., 
10-11 p.m., every fourth week): 
Westinghouse. 

“Person to Person”’ (Fri., 
11 p.m.): American Oil 
Coast); Hamm's Brewing 
west); Noxzema Chemical Co. 
wks. ). 


NBC—‘‘Three Steps To Heaven”’ 
(M.-F., 10:45-11 a.m.): Miles Labs. 
and Procter & Gamble. 

“Howdy Doody” (M.-F., 5:30-6 
p.m.): M., 5:30-6 — Standard 
Brands. Tu., 5:30-45—Kellogg. Tu., 
5:45-6 — Colgate-Palmolive. Wed., 
5:30-6—Continental Baking. Th., 
5:30-45—Kellogg. Th., 5-45-6— 
Campbell Soup. Fri., 5:30-45—sus- 
taining. Alt. Fr., 5:45-6—Interna- 
tional Shoe Co. & Welch Grape 
Juice Co. 

Schedule of ‘“‘Spectaculars’’, under 
participating sponsorship, is as fol- 
lows: Every fourth Mon., 8-9:30 
p.m.—Fred Coe with guest producer 
and/or director (Mar. 7); every 
fourth Sat., 9-10:30 p.m.—Max 
Liebman (Mar. 12); every fourth 
Sun., 7:30-9 p.m.—Max Liebman 
(Mar. 27) All ““Spectcculars”’ 
will be telecast in color. 


10-30- 
(East 
(Mid- 

(alt. 
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Quad-City 
Employment 
is on Upswing! 


Employment at the large farm im- 
plement plants and at some 300 
other factories is keeping pace 
with increased production sched- 
ules. Forecasts of a busy prosperous 
1955 in the Quad-Cities are ma- 
terializing early and rapidly. 
. 

The Quad-Cities offer you a good 
marketing opportunity. WHBF is 
“The Quad-Cities’ Favorite”. 


. 
CBS FOR THE 
== I>, 


1owa 
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Quad Cities faverite 


WHEF :: 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
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the full membership), pertaining to 
the Association’s own structure and 
procedures. These covered such things 
as membership fees of networks and 
their board representation. 

® Suggested forming a committee to 
investigate common carrier tariffs, a 
direct result of the frequent industry 
gripe that AT&T rates are too darned 
high. 

® Okayed a grant of $3,000 for a 
national tv set-circulation count, to be 
taken quarterly by the U. S. Census 
Bureau, providing a cooperative fund 
of $24,000 can be raised. 

® Honored the Fetzer Stations’ John 
E. Fetzer, retiring as chairman of the 
TV Code Review Board after having 
served on it since its 195] inception. 
Given a bound copy of the first code, 
Fetzer, who has pushed the standards 
toward adoption by 240 stations and 
four networks, said, “This is a tribute 
to an ideal, not a man.” 

® Worried about possible needs for 
spectrum space—especially in the tv 
range—by various government agen- 
cies and suggested that President Har- 
old E. Fellows follow through to see 
government action does not “militate 
against the public interest.” Federal 
spokesmen have long denied any in- 
terest in tv bands. 

* Backed up Fellows’ action on sub- 
scription television; i.e., a letter to 
Zenith’s Commander Eugene McDon- 
ald, which noted the NARTB was not 
taking a stand, merely seeking a full 
hearing of the issue. 





E. F. MCDONALD 
Pleased 


THE BIG QUESTION. Pay - as - you- 
see tv has been a big issue just about 
as long as television has existed. Last 
month proved no exception, unless it 
was that now the question seems big- 
ger than ever. 

For, at long last, all seven FCC com- 
missioners voted to “begin explora- 
tion” of subscription tv. Proponents— 
like Zenith’s President McDonald, 
who've waited not months, but years 
for the FCC study—were pleased as 
punch. 

The prospect, however, is that a 
final decision still may not be reached 
for even more months—or years. First, 
the industry will have to file comments 
before a May 9 deadline. Then, the 
succeeding month will be given over to 
replies. Third, the Commission staff 
will no doubt require at least several 
months to do a proper job of consider- 
ing the arguments. Last, they'll make 
recommendation to the Commission- 
ers. Even then, however, FCC action 
could range between asking for more 
data and further inquiry tc passing 
the buck to Congress. 

Reason for the latter alternative is 
that legalities involved could become 
complex, as the FCC implies in its “re- 
quest for industry responses on ques- 
‘tions of law, fact and public interest.” 

Nevertheless, the matted legalities 
are probably the simplest part of the 
study. More potent are some of the 
“questions of fact:” What are the pos- 
sibilities of “degradation” to the 
“quality and character” of existing 
service, because of subscription tv? 
Who owns the patents involved? What 
role would the movies play? 

Or—on the other side of the ducat 
—what are the industry’s needs for ex- 
tra revenue and program resources? 
What events and entertainmert are not 
now available to the tv public? 

But one question, alone, promises to 
be the ringer. What impact will sub- 
scription tv have on advertiser-spon- 
sored broadcasting? The sound of that 
one has the FCC staff braced for more 
shrill arguments than any the Commis- 
sion has ever heard, including those on 
the Freeze and Color. 

By month’s end, the industry was 
writing—and talking about—its re- 
sponses for phase one of the big ques- 
tion: Will subscription be the future’s 
method for financing increased tele- 
vision costs? 
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Transport (Continued from page 47) 


and showings counted for each date) 
before the film is worn out. 

Variations in the kind of film and 
longevity mean the distributor has an 
enormously complicated bookkeeping 
job, just to know where reels belong— 
to say nothing of getting them there on 
time. But on top of that, schedules are 
always changing because the client adds 
more markets, because another station 
or two has cleared airtime to carry the 
program live, because an agency wants 
a two-week test campaign in a specific 
market or because an oil company can- 
not advertize anti-freeze in Arizona 
even in mid-winter. In practice, any 
veteran of the film field will swear that 
a good distribution list has more knots 
than a fishnet factory. 


Prints are Expensive 


Furthermore, probably no one in the 
business has ever had the luxury of op- 
erating with enough prints to go 
around. Reason: A single print of a 30- 
minute program costs between $26 and 
$40, depending on the volume ordered 
or the deal worked out with the labora- 
tory. A major distributor like Guild 
Films, for example, may circulate about 
25 prints of each of its programs, but 
for a feature as popular as Liberace, 
will stock 50 prints for each of the 75 
episodes. (That’s a film bill of about 
$150,000. ) 

The trick—and here’s where the im- 
portance of speed enters—is to get as 
much mileage from a single print as 
possible. And the main way to do that 
is to keep the print at work on the road, 
not at rest in the vault. In fact, NBC’s 
Frank Lapore puts it flatly, “The print 
costs are your margin of profit.” 

This has frequently: led to the prac- 
tice of “bicycling,” the word for trans- 
shipping that survives from early mo- 
tion picture days. (Reels were literally 
grabbed from one projector, bicycled 
to a neighboring theatre and put to 
immediate work on another projector 
for another audience.) Clearly, it’s 
foolish not to trans-ship a film when, 
for extreme instance, it is scheduled to 
play in St. Paul right after Minneapolis. 
As a result, most distributors have at 
least a few bicycling agreements. 

But the trend is away from trans- 
shipping. NBC, for example, will allow 


one station to cross-ship to another, 
but then the film must be returned to 
the network before being sent out again. 
Guild Films, and other independent 
companies like it, require almost all 
prints returned after each play date, 
however. 

The reason, of course, is that films 
require checking, cleaning and repack- 
aging after each play date. Stations fre- 
quently are “not very conscientious,” to 
quote one distributing executive, in 
film-handling methods. They forget and 
leave one of their own commercials 
spliced into a syndicated program, or 
they may cut a program—especially a 
feature film—to suit their own pro- 
gram-length and then forget to return 
cut segments to the print. Or they may 
neglect to include the cue sheet with 
the film, or even box one distributor’s 
film in labeled for 


another’s. But even if the print is 


the container 


handled carefully, there is always the 
danger in trans-shipping that the sec- 
ond station in line will not receive its 
film on time, will cancel future business. 

Checking, 


prints, usually done on an assembly-line 


cleaning and _ packing 
technique, requires rapid and accurate 
work. Nevertheless, staffs for distribu- 
tors are surprisingly small. NBC, for 
example, has only 28 in its shipping 
section. These workers handle 1,600 
prints and 4,000 play dates every five 
workdays. 


Usually Sent Collect 


Prints are usually sent out collect, as 
they are by Guild, 12 days in advance 
of the play date; they are returned by 
the station, prepaid. This company, 
whose business is expanding so rapidly 
that it is moving to larger quarters, 
handles some 500 shipments a week. (A 
shipment may include a single episode 
or a full week of filmed programming. ) 
Guild asks that prints be sent back 
within 24 hours after the play date, but, 
says Miss Ruth Jaffee of the shipping 
department, “We practically know 
who'll return them on time, and who 
won't.” Another, similar problem, of 
course, is the distribution—and return 
—of audition films, for which there is 
no established time limit. 

The CBS Television film service op- 
erations, divided into distribution, 
broadcast and production sections, 
handles some 10,000 delayed broad- 


(Continued on page 89) 





ANOTHER CITY 
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IS #1 AGAIN! 


Yes, in city atter city, Telepulse rates 
Racket Squad as the #4 film show. 
Look: 


ATLANTA #1, with 29.6 
CHICAGO #1 after 3 weeks 
DETROIT #1, with 23.5 


WASHINGTON #1 after one month 


No wonder this record-busting show 
boasts 90% renewals after only 9 
months in syndication! First run still 
available in many top markets. Come 


on in fast, the selling’s fine! 






Produced by 
Hal Roach, Jr. 


ABC FILM 


SYNDICATION, INC. 
7 West 66th St., N. Y. 


CHICAGO - ATLANTA - HOLLYWOOD - DALLAS 
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ABC TELEVISION NETWORK 7 
OPERATING WITH A FULL 238,000 WATTS \% 
246,000 TV SETS IN USE 


for availabilities call... 


GEORGE P. HOLLINGBERY CO. 


CHICAGO NEW YORK LOS ANGELES 
ATLANTA SAN FRANCISCO 


CHANNEL K LO kK 
. ~~ OREGON TELEVISION, INC. 
HENRY A. WHITE 915 N. E. Davis St., Portland 14, Oregon 


Pres. Filmore 9721 
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casts per month; 2,000 syndicated pro- 
grams and 1,000 reference prints, as 
well as demonstration films and prints 
for the armed forces. The department 
also produces its own 20-second, audi- 


trailers and _ insert 


work (such as rear projection plates) 


ence-promotion 


for its stock-footage library, reputed to 
be the largest outside Hollywood. 

To distribute all this, the network 
makes “heavy” use of air express, and, 
according to manager Grant Theis, 
“The telephone-teletype traffic is enor- 
mous.” 

With nearly proverbial regularity, a 
crisis occurs “at least five times a week,” 
the young executive explains good- 
naturedly. (One not unusual solution 
then is to slip a $5-bill to an airline 
hostess for carrying the film as her 
personal luggage.) Yet with all this, 
Mr. Theis explains, “our performance 
record is pretty darned good.” The 
network considers .0015 its average 
percentage of failure: For the third 
quarter of 1954, only 47 of 30,300 de- 
layed broadcasts were missed. 

CBS Television, which, like most dis- 
tributors, has no lab facilities of its 
own, holds down to about 10 prints per 
episode of the usual syndicated pro- 
gram. But it has a long-standing “one- 
for-two” policy on filmed programs, 
which has CBS providing, for example, 
15 prints for a 30-market network. 
Sponsors are encouraged to buy extra 
prints, however, to assure service that 
is even faster than usual. This network’s 
annual bill, for processing kinescopes 
only, is in excess of $1 million. 


Kines Hold the Record 


Perhaps top speed records are held 
by the kines used to cover news events 
or to ease the time difference between 
the east and west coasts. It is standard 
practice, for instance, for CBS Televi- 
sion in Hollywood to take a 35 mm. 
kine of a 7 p.m. program in New York, 
recording sound simultaneously on 
half-inch tape. The negative is immedi- 
ately processed on the west coast, re- 
turned to the studios there within three 
hours and put back on the air at 7 p.m. 

With this seemingly simultaneous 
delivery of film and live telecasts, what 
more can lie ahead for film distribu- 
tion? Already there are several trends, 


ranging from the mighty to the minute, 
that may indicate the future: 

For one thing, shipping costs have 
become so big an item that the old 
metal film cans are now considered im- 
practical for expensive — and weight- 
conscious—air freight. Many distribu- 
tors are beginning to use fibre boxes, 
designed for one-time use but proving 
durable enough to make several trips. 
It is reported that freight savings on 
even one trip more than pay for the 
low cost of the carton. 

Another development is that distribu- 
tion has practically jumped out of its 
skin: almost all major companies are 
seeking expanded working space. As 
noted, Guild is moving to larger quar- 
ters on New York’s Park Avenue. CBS 
Television film service has just been 
installed in spacious new quarters on 
West 57th St., Manhattan. NBC’s Film 
section will have its own one-story, 
brick and stone plant shortly. Now un- 
der construction in Englewood Cliffs, 
N. J., the new building lies just across 
the George Washington bridge from 
direct routes to airports— and air 
express service. 

But perhaps the most important pros- 
pect is to reel in some of the enormous 
film volume by producing more of it in 
New York. This does not seem prob- 
able, however, until more production 
space is available, through vacancy or 
construction. (At the present, only six 
studios in the New York area are con- 
sidered large enough for full produc- 
tion facilities, and one of them needs 
repairs so badly that birds are flying 
around inside it.) 

As a result, it looks as though film 
trafic will continue to be terrific for 
quite some time to come. Meanwhile, 
as pointed out by NBC’s Frank Lapore, 
one important fact stands out, “Today, 
stations accept films with the same de- 
gree of confidence they have in live 
network delivery.” 

That would make distribution seem 
literally, as it is figuratively, electric. 
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look ma, 
No 
cowboys! 


You’ve probably seen signs 
right in your own home that 
viewers are tiring of, and are 
not sure who sponsors the 
endless succession of horse op- 
eras, and guys flying to the 
moon. That’s one reason we 
decided to produce a new 
series... 


Cantain Gallant 
© of the 
Foreign Legion 


This is the first show of its 
kind in all television, and it’s 
loaded with viewer appeal: 
one of history’s most exciting 
groups of fighting men—right 
on their home grounds, plus a 
name star, and an audience 
jack-pot “juvenile.” 


Built-in merchandising 

—absolutely free 
36,000 free premiums for 
every market in this first-ever 
merchandising program. Plus 
special posters and commer- 
cials—also free. 


60 markets sold 

to H. J. Heinz 
Yes, H. J. Heinz recognized a 
sure winner in “Gallant” and 
bought the show (via Maxon) 
for showing on 60 NBC 
stations. 


Remaining markets are avail- 
able on local or regional basis. 
Act fast while they last to get 
“Gallant” for markets where 
you need a sure sales builder. 


Television 
Programs of 

C] America, Inc. 

477 Madison Avenue, N.Y.C. 
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SPECIAL PRE-PUBLICATION OFFER! 


"32 TELEVISION TALKS” 


transcribed from the 


BMI TV CLINICS — 1954 


Combines the knowledge and 
experiences of 32 TV leaders 
in every phase of TV 
programming and production 
... factual, informative and 
down-to-earth talks by men 
who have been in the 
industry from the ground up. 








Published by BMI at $7 and 
made available as an industry 
service at the cost of transcribing 
and printing — $4.20 post paid. 

















“32 Television Talks” is an entirely fresh 
and stimulating collection of the BMI TV 
Clinic sessions conducted in New York, 
Chicago and Los Angeles during 1954... 
a new and up-to-date book which follows 
up “Twenty-Two TV Talks,” published 
in 1952. 


“How to do it” is the theme of “32 TV 
Talks,” with complete data on such vital 
topics as: film buying and film program- 
ming ... news and special events . 
twists in production . . . educational and 
commercial programming .. . low cost 
production . . . local programming .. . 
promotion and public relations . . . ideas 
and imagination . . . as well as dozens of 
other essential elements in TV. 


In addition to the 32 talks, the book in- 
cludes transcripts of the QUESTION 
and ANSWER periods of the Clinics. 


Publication of “32 Television Talks” will 
be limited. Order your copy today. 
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BEN GREER 
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SHERMAN K. HEADLEY 
LEN HIGGINS 
KEN KENNEDY 
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Readers 
ask: 





Questions about 


Film Processing 


TELEVISION AGE called on R. C. 
Holslag, general manager, Precision 
Film Laboratories, Inc., N. Y. for his 
opinion on these questions. 


What is meant by processing? 

In a strict sense the term applies to 
the development and fixing of a mo- 
tion picture film. However, in_ its 
broader use, processing has come to 
mean all the work involved in handling 
a film—mechanical, chemical and ad- 
ministrative—in order to produce a 
finished result. 


What is preprint material? 
All film which comes already de- 
veloped, usually in the form of an 


edited picture negative and track. 


How is preprint material pro- 
cessed? 

It starts with inspection of the mate- 
rial and the preparation of such 
material for proper handling by our 
method of operation. This includes 
such things as careful testing of all 
splices and perforations, check-up on 
sync marks between sound track and 
picture, addition of leaders and trail- 
ers of the proper length and carrying 
the proper information for handling 
by our equipment. The time needed 
for such preparation depends, of 
course, on the length and condition of 
the preprint material. 


What are the primary steps in 
processing undeveloped _ nega- 
tives? 

Undeveloped negatives and film 
tracks can only be examined in a dark 


| room. A short section is processed first 


in order to determine the best sub- 
sequent treatment. In the case of a 
sound track, or of a picture where a 
particular effect is wanted, this test 


(Continued on page 98) 

















TELEVISION AGE 


Report by Markets, 
March, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 


further 


information 


regarding the 


figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 


no figure. 


Italics indicate stations 


not yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 
principal executives of each station are 


listed. 








Total commercial stations: 
Total markets: 270 

Total estimated b&w sets: 
Total estimated color sets: 


Totals 
415 


32,935,700 
12,966 








City 


Decatur 


Dothan 
Mobile 


Montgomery 


Mesa 
Phoenix 


Tucson 


Yuma 


Fort Smith 


Little Rock 


Station 


Vht Unf Coler 





ALABAMA 


WABT 306,318 
Henry P. Johnston, p. & mng. 4.; 
Charles F. Grisham, c. m. 
WBRC-TV 304,420 500 
J. Robert Kerns. v.p. & mng. 4.; 
Oliver Naylor, gen. sls. m. 
WMSL-TV 26,230 
Frank Whisenant, p.; Bill Guy, m. 
& sis. m. 
witvy — 
WALA-TV 101,100 
W. O. Pape, p.; 
exec. v.p. 
Wwcoov-TV 49,600 
Hugh M. Smith, g. m.; 
South, sls. m. 
WSFA-TV 56,000 
David E. Dunn, p. 


ce 


H. K. Martin, 


Morris 


ARIZONA 


KVAR (see Phoenix) 
KOOL-TV_ 114,030 
Charles H. Garland, g. m.; 
liam J. Connelly, g. c. 
KPHO TV 114,030 
Richard B. Rawls, 
Larson, c. m. 
KVAR 114,030 ° 
Dwight Harkins, m. p. & m.; 
W. Harvey, v.p. & c.m. 
KTVK—3 Mar. 1 
KOPO-TV 36,013 
E. 8S. Mittendorf, 
Plunkett, sis. m. 
KVOA-TV 36,013 
R. B. Williams. g. m.; 
Harvey, c. m. 
KIVA-TV 26,132 
Ray Smucker, g.m., Patrick Car- 
rick, sis. m. 


Wwil- 


m. 
Cam 
g. m.; C. A. 


E. 


g. m.; Paul 


Bill 


ARKANSAS 
KFSA-TV 
Weldon Stamps, 
Hundley, sls. m. 
KARK-TV 97,581 
T. K. Barton, v.p. & g. m.; Lee 
Bryant, c. m. 
KATV (see Pine Bluff) 


25,000 _ 
g. m.; Roland 








City 


Set Count: 





Station Vne Unt Coior 





Pine Bluff 


Texarkana 


Bakersfield 


Chico 


Eureka 


Fresno 


Los Angeles 


Monterey 


Sacramento 


Salinas 


San Diego 


San Francisco 


San Luis 
Obispo 


Santa 
Barbara 


Stockton 


Tulare 


Springs 


KATV 103,389 ‘_— 

John H. Fugate, g. m.; Bruce B. 
Compton, nat. sis. m. 

KCMC-TV (see Texarkana, Tex.- 
Ark.) 


CALIFORNIA 
KBAK-TV 87,000 
A. H. Constant, m.; Frank Beaz- 

ley, sis. m. 
KERO-TV 146,398 
Gene DeYoung, p. & g. m.; John 

Barrett, tv. sis. m. 
KHSL-TV 48,962 
M. F. Woodling, st. m.; J. A. 

Pero, sis. m. 
KIEM-TV 19,000 
William B. Smullin, p.; 

H. Telford, st. m. 
KJEO 156,035 20 
Joseph Drilling, v.p. & bus. m.; 

W. O. Edholm, c. m. 

KMJ-TV 142,000 200 
Perry Nelson, m.; Wilson Lefler, 

sis. m 
KABC-TV 2,013,564 
Amos T. Baron, 

Rule, gen. sis. m. 
KCOP 2,013,564 
Jack Heintz, v.p. & g. m.; David 

E. Lundy, gen. sis. m. 
KHJ-TV 2,013,564 
John T. Reynolds, g. m.; Howard 

L. Wheeler, sis. m. 
KRCA 2,013,564 
Thomas C. McCray, g. m.; James 

Parks, sls. m. 

KNXT 2,113,900 
James T. Aubrey, Jr., 

Robert D. Wood, gen. 
KTLA 2,014,000 
Klaus Landsberg, v.p. & g. m.; 

Robert Mohr, sls. m 
KTTV 2,013,564 — 
Richard A. Moore, v.p. & g. m.; 

John R. Vrba, nat. sis. m. 
KMBY-TV 492,371 
Kenyon Brown, p.; S. M. 

m. 

KCCC-TV 127,000 
Ashiey L. Robison, g.m.; A. J. 

Richards, asst. g.m. & g. sis.m. 
KBET-TV—'0 Mar. 14 
KSBW-TV 492,371 
John Cohan, g. m.; W. 

asst. m. 

KFMB-TV 299,000 —_ 
George Whitney, g. m.; Ralph E. 

McKinnie, nat. sls. m. 
KFSD-TV 285,333 *_— 
John C. Merino, st. m.; Jay Grill, 

sls. m. 


Donald 


g- m.; Elton 


——s 


584 
g-m.; 
sis. m. 


650 


Aston, 


M. Oates. 


KGO-TV_ 1,044,914 — 

James H. Connolly, v. p.; Vincent 
A. Francis,icl. sls. m. 

KPIX 1,059,055 306 

Philip G. Lasky, g. m.; Lou 
Simon, sls. m. 

KRON-TV 1,059,055 306 
Harold P. See, st. m.; Norman 
Louvau, sis. m. 

KSAN-TV 00, _ 

Norwood J. Patterson, g.m.; Allen 
Storm.. c. . 

KVEC-TV 380,018 a 

Les Hacker, g. m.; Si Darrah, 
ec. m. 

KEY-T 464,192 — 
Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sis. m. 

KOVR 1,054,000 — 

Terry Hamilton Lee, ex. v.p. & 
g-m.; Bill Rambo, gen. sis m. 

KTVU 119,000 — 

Roman W. Wassenberg, g. m.; 
Gordon Jacobs, c. m. 

KVVG 175,000 _ 
Sheldon Anderson, g. m.; Bob 
Hill, sis. m. 
COLORADO 

KKTV 53,604 a 
James D. Russell, p. & g. m.; 


Robert D. Ellis, v.p. & sls. d. 





City Station Vht Unf Color 
KRDO-TV 38,000 _ 
Harry W. Hoth, p., g.m. & sis. m 
Denver KBTV 273,069 _ 
Joseph Herold, st. m.; James F. 
Brown. nat. sis. m 
KFEL-TV 275,069 a 
Gene O’Falion, p. & g. m Frank 
Bishop, dir. & c. m 
KLZ-TV 273,069 _— 
Hugh B. Terry. p & g. m.; Jack 
Tipton, g. sis. m 
KOA-TV 273,069 100 
Don Searle g. m.; William F 
M:cCrystall, tv. sis. m 
Grand KFXJ-TV 8,300 _ 
Junction Rex G. Howell, p. & g. m.; E 
Anson Thomas, ex. v.p. & c. m 
Pueblo KCSJ-TV 50,906 _ 
Douglas D. Kahle. p. & g. m.; 
John Henry, sis. m 
CONNECTICUT 
Bridgeport WICC-TV 72,340 —_ 
Philip Merryman. p. & g. m.; 
Manning Slater, sis. m 
Hartford WGTH-TV 291,299 _ 
Fred W. Wagenvoord vp. «& 
g-m.; Gordon R. Kerr, sis. m 
New Britain WKNB-TV 219,422 _— 
Peter B. Kenney. g.m.; David 
Scott. nat. sis. m 
New Haven WNHC-TV 899,957 155 
Edward C. Obrist, m.; Vincent 
Callanan, sis. m 
Waterbury WATR-TV 190,320 — 
Samuel R. Elman, st. & c. m 
DELAWARE 
Wilmington WDEL.TYV 2,051,000 3 
Thomas R. Nunan, Jr 2. 2.3 


Barton K. Feroe, c. m 


DISTRICT OF COLUMBIA 


Washington 


WMAL-TV 600,000 _ 
Neal 


Frederick 8S. Houwink, g.m.; 
J. Edwards. sis. m 
WRC-TV 707,000 100 


Carleton D. Smith, v.p. & g. m.; 


Joseph Goodfellow. dir. of als 
WTOP-TV 672,200 ‘_— 
George F. Hartford, v.p. for tv.; 
Robert A. J. Bordley, sis. m 
WTTG 632,000 _ 
Leslie G Arries. Jr... g¢. m.; 
George Griesbauer, sis. m 
FLORIDA 
Daytona Beach WMFJ-TV—2 July ‘SS 
Fort WITV 175,000 _ 
Lauderdale Arthur L. Gray, g. & nat. sis. m 


(Continued on next page) 


New Stations 


KLRJ (2) Henderson, Nev., started 


Jan. 23. 
Reynolds, 
75%; A. 


WDKXI-TV 


Affiliate: NBC. Donald W. 
pres. Donald W. Reynolds, 
E. Cahlan, v.p.-treas., 25%. 

(7) Af- 


Jackson, Tenn. 


filiate: CBS. Aaron B. Robinson, pres. 
& g.m. Burn-Smith Co., representative. 


Aaron B. 
WTVY 


Robinson, 57.33%. 


(9) Dothan, Ala 


Charles 


Woods, pres. George P. Hollingbery 


Co., representative. Charles Woods, 


5%: Paul Flowers, treas., 5%; J. T. 


Thrower, 
v.p. 2%; 


v.p. 5%; H. L. Holman, Jr., 
J. B. White, v.p., 1%; Alto 


V. Lee III, secy., 5%; Huey D. Me- 


Inish, asst. secy., 5%; Richard Kear- 


ley 5%; 6 others own 1% cach. 


KTvF (11) Fairbanks, Alaska. A. G. 
Hiebert, pres. & g.m. Alaska Radio-TV 


Sales, representative. 
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WTHI-TV Channel 10 
is the | 
with complete coverage | 


ONLY 





station 


of the Greater 


Wabash Vailey 
One of the Mid-west’s 


most prosperous 
trial and 
markets 


$714,500,000 Retail 


Sales in year °53-’54 


Blanketed ONLY by 
WTHI-TV’s 316,000 
watt signal 


227,000 Homes 


(147,000 TV homes) 


118,000 


UNDUPLICATED 


WTHI-CBS 
TV HOMES! 





TERRE HAUTE, IND. 





92 March 1955, 


CHANNEL 10 


316,000 Watts 


Television Age 


Represented nationally 


indus- 
agricultural 





~ WITHI-TV — 


The Bolling Co. 
New York « Chicago 


| 
a | 


Set Coun ft (Continued) 





City Station Vnt Unf Color 
Fort Myers WINK-TV_ 11,726 _ 
A. J. Bauer, g. m.; Ken Parke, 
ec. m. 
Jacksonville WJHP-TV $1,000 *— 
T. S. Gilchrist, Jr., g. m.; Wil- 
lard Fraker, sis. m. 
WMBR-TV 373,904 10 
Glenn Marshall, Jr., p. & g.m.; 
Charles M. Stone, v.p. 
WOBS-TV—30 Spring °55 
Miami WGBS-TV 134,760 —_ 
Noran E. Kersta mng.d. & c.m. 
WwTvd 304,200 65 
Lee Ruwitch, ex. v.p. & g. m.; 
John S. Allen, v.p. & gen. sls. 
m. 
Orlando WDBO-TV 75,000 


Panama City 


Pensacola 


St. 
Petersburg 


Tampa 


West Palm 
Beach 


Albany 


Atlanta 


Augusta 


Columbus 


Macon 


Rome 
Savannah 
Thomasville 


Boise 


Idaho Falls 


Belleville 
Bloomington 


Champaign 


Harold P. Danforth, p. & g. m. 
John Thorwald, sis. 4d. 

WIDM 24,750 

Mel Wheeler, g. m.; 
Reyna, nat. sls. m. 

WEAR-TV 92,500 

Mel Wheeler. p. & g. m.; 
de Reyna, Jr., asst. g. m. 

WPFA-TV 32,500 

Charles W. Lamar Jr., p. 

WSUN-TV 135,000 

Charles L. Kelly, g. m.; 
Vera New, c. m. 


Milt de 


Milt 


WFLA-TV 160,000 — 
WTVT—13 Spring °55 
WIRK-TV 42,708 _ 


Joseph S. Field, Jr., p. & g. m.; 
Sherlee Barish, opertns. m. 
WINO-TV 225,000 — 
Walter L. Dennis, g.m. & sls. 4d. 
W. F. Housner, sls. m. 
WEAT-TV 
Joseph 8S. Field, Jr., 


GEORGIA 
WALB-TV 45,000 _ 
James H. Gray, p.; Tom Still- 
Wagon, g.m. 
WAGA-TV 700,000 50 
Glenn Jackson, mng. d.; Jack 
Collins, m. 
WLW-A 465,000 
Harry LeBrun, g. m.; 
Ochs, c. m. 
WQXI-TV 
R. W. Rounsaville, 
WSB-TV 484,725 
John M. Outler, Jr., 
us Bartlett. st. m. 
WJBF-TV  13%,184 
Donald M. Kelly, 
sis. m. 
WRDW-TV 131,444 
W. Ray Ringson, g.m.; 
Hicks, mng. 4. 
WDAK-TV 83,559 
E. F. MacLeod, st. m.; 
Windsor, ¢.m. 

WREL-TV 90,384 *— 
Jim Woodruff, Jr.. p. & g.m.; 
George ‘‘Red’’ Jenkins, _Icl. 
sls. m. 
WMAZ-TV 
Wilton E. 
Crowther, 
WNEX TV 62,032 _ 
Archie S. Grinalds, Jr., g.m.; 
Mildred M. Owens, sls. m. 
WROM-TV 150,999 
Ed McKay, g. m.; 

ce. m. 


WTOC TV =e 558,372 
W. T. Knight, Jr., 
Ben Williams, c.m. 


WCTV—6 Spring °55 


p. & g. m. 


Barney 


22,517 

Pp. & g.m. 
175 

g-.m.; Marc- 


50 
g-m. & 


V.p., 
James W. 


Joe 


90,058 
Cobb, 
¢.m. 


g.m.; Frank 


Chas. Doss, 


Pp. & g.m.; 


IDAHO 
KBOI 43,200 
Westerman Whillock, p. & g 
Earl Glade, Jr., st. & c. m. 
KIDO-TV 37,800 
Walter E. Wagstaff, v.p. & g.m.; 
Barry Tucker, sls. m. 
KID-TV 32,018 
Cc. N. Layne, g.m.; Claude Cain, 
sis. m. 


m. 


ILLINOIS 
WTvI 320,000 _ 
John D. Scheuer, Jr., ex v.p. & 
g.m.; James R. Bonfils, sis. m. 
WBLN-TV ~ 113,242 = 
Jerrell Henry, g.m.; John Spahr, 
¢.m. 
WCIA 307,000 *— 
A. C. Meyer, p.; Guy Main, sis 
m 


City 


Station vhf Unf Color 





Chicago 


Danville 


Decatur 


Harrisburg 


Peoria 


Quincy 


Rockford 


Rock Island 


Springfield 


Anderson 


Bloomington 


Elkhart 


Evansville 


Fort Wayne 


Indtanapolis 


Lafayette 


Muncie 


South Bend 
Haute 


Terre 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 


Mason City 


WBBM-TV 2,010,000 1,000 
H. Leslie Atiass, v.p. & g. m.; 
George Arkedis. sis. m 

WBKB 2,074,000 

Sterling C. Quinlan, 
Beach. sis. m. 

WGN-TV 2,080,000 

Frank P. Schreiber, g. m. Theo- 
dore Weber, sis. 4. 

WNBQ 2,120,000 _— 
Jules Herbuveaux, g.m.; Floyde 
Beaston, sls. m. 

WDAN-TV 
Max Shaffer, st. m.; 
sis. m. 
WTVP 
Slaun Murphy, st. m.; 
ford, acting c. m. 
ba ge A 
L. Turner, m. 
WEEK-TV 
Fred C. Mueller, 
J. Flynn, sis. 
WTVH-TV 
John Leslie, g.m. 
KHQA-TV 145,680 
Walter Rothschild, g.m.; 
Millen, nat. tv sls. m 
WGEM TV 128,900 *— 
Joe Bonansinga, g. m.; James E 
Muse, ¢.m. 
WREX-TV 244,024 
Joe Baisch, g.m.; Al 
loc. sls. m. 
WTVO 
Harold Froelich, g.m.; 
Ruppe, loc. sis. m 
WHBF-TV 268,947 *— 
Leslie C. Johnson, v. p. & g. m. 
Maurice Corken, asst. g. m. & 
sis. d. 
wIics 95,000 
Milton D. Friedland, g. m.; 
ren King, c. m 
INDIANA 
WCBC-TV 
WTTV 606,450 
Robert Lemon, 
Cissna, asst. 
WSJIV-TV 20. 
John F. Dille, Jr., 
Keenan, c.m. 
WFIE-TV 
Ted Nelson, g.m 
Jay Sondheim, 
WEHT (see Henderson, Ky.) 
WKJIG-TV 112,200 — 


v.P.; 


35.000 
John Eckert, 


151,534 
Dean Baf- 


34,692 





Paul 


Bilardello 


100,000 


Edward 


War- 


May 'S55 

200 
g.m.; Norman 
m. & sis. d 
4,103 
p.; John J. 


94,315 
& nati. sis. m.; 
loc. sls. m 


Edward G. Thomas, g.m.; Carle- 
ton B. Evans, sls. m. 

WIN-T (see Waterloo) 

WFBM-TV 665,000 100 


William F. Kiley, g. m.; Hugh L. 


Kibbey, sls.-serv. m. 
WISH-TV 665,000 125 
Robert B. McConnell, v.p. & g.m.; 
Robert F. Ohleyer, sls. m. 
WFAM-TV 66,500 — 
Oo. E. Richardson, p.; Herb 
Nelson, m. 
WLBC-TV 103,200 20 
W. F. Craig, v.p. 
WSBT-TV 204,409 25 
Neal B. Welch, g. m.; Richard W 
Holloway, nat. sls. m. 
WTHI-TV_ 154,000 *— 
J. M. Higgins. g.m.; George A. 
Foulkes, loc. & rgnl. sis. m. 
WIN-T 133,478 _— 
Ben B. Baylor, Jr., v.p. & g.m.; 
Robert C. Currie, Jr., prog. m. 
IOWA 
WOI-TV 289,650 *— 
Richard B. Hull, rad. -tv.d. ; 
Robert C. Mulhall, opertns. m. 
KCRG-TV_ 116,333 - 
Wade S. Patterson, g. & sis. m. 
WMT-TV 259,300 100 
William B. Quarton, v.p.; Lew 
Van Nostrand, g. sis. m. 


resident m.; 


WOC-TV 295,156 
Ernest C. Sanders, 


Mark Wodlinger, sis. m. 
KGTV " — 
W. C. Bridges, p.; Leo Howard, 

g-m. 

WHO-TV 302,000 30 
Paul A. Loyet, v.p. & res. m.; 

Harold W. Fulton, sls. m. 
KQTV 22,500 _ 
Edward Breen, p.; Max Landes, 

sls. m. 

KGLO-TV_ 127,812 _ 


Herbert R. Ohrt, ex. v.p. & g.m.; 
Walter Rothschild, nat. sls. m. 
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Set Count (Continued) 


City Station Vht 


Unf 


Color 





Sioux City KTIV 152,835 
Dietrich Dirks, p. 
Curnin, sis. m. 
KVTV 131,938 
Robert R. Tincher, 


Waterlee KWWL-TV 162,159 


R. J. McElroy, g. m.; 


Inman, sls. 4d. 


KANSAS 
KCKT 126,258 
Les Ware, 

Cowan, sls.m. 
KTVH 165,578 


Great Bend 


Hutchinson 
(Wichita) 
Dallier. sis. m. 


Pittsburg KOAM-TV = 86,587 


R. E. Wade, g. & sis. m. 


WIBW-TV 414,493 
Ben Ludy, g.m.; 
sis.m. 


KAKE-TV 
Mark H. 
Umansky. g.m. 
KEDD 
John North, 


Topeka 


Wichita 195,110 


_— 


L. L. Me- 


24 


v.p. & g.m.; 
Donald D. Sullivan, adv. d. 


Adams, 


124,311 
v.p. & g.m.; 


Paxson, c. sls. m. 


KENTUCKY 
WEHT 
Cecil Sansbury, 
Roger Garrett, 
WLEX-TV—18 Mar. 
WAVE-TV 434,912 
Nathan Lord. g.m. 
son, c. m. 
WHAS-TV 
Victor A. Sholis, 
Gillen, sls. 4d. 


Henderson 


Lexingten 


Louisville 





LOUISIANA 
KALB-TV 50,200 
Willard L. 

Reuben, sis. m. 
Baton Rouge WAFB-TV 


Alexandria 


50 
Donald E. 


v.p. & g.m.; 


Howard O. Peterson, g.m.; 


P.; 


a. 


m. 


Otis 


* 


E. W. 


11 


Hilton Hodges, 


Martin 


78,395 
g. m. & 
asst. 


Ralph Jack- 


; Albert 


Cobb, g.m.; 


Bob 


20 


sls m.; 


29 


J. 


Marvin 


78,000 


Tom E. Gibbens, v. p. & g. m.; 
Ron Litteral, sls. m. 


W BRZ—2 
Lake Charies KPLC-TV 


Mar. °55 


61,529 


David Wilson, g. m.; P. E. Mills, 


wt., © Mm. 
KTAG-TV 


37,000 
Warren Berwick, p. & m.; 


liam Hession, sls. m. 


Wil- 





Menroe KNOE-TV 199,000 — 
Paul H. Goldman, v.p. & g.m.; 
Jack Ansell, Jr., sls. & prom. d. 
New Orleans WDSU-TV 306,096 55 
Robert D. Swezey, ex. v.p. & 
g.m.; A. Louis Read, v.p. & 
¢.m. 
WIMR-TV 108,992 6 
George A. Mayoral, ex. v.p. & 
g-m. 
WCKG—26 Early °S5 
Shreveport KSLA 75,600 _ 
Deane R. Fiett, st. m. & natl. sls. 
m.; Harry Kornrumph, sls. m. 
MAINE 
Bangor WABI-TV 81,460 — 
Leon P. Gorman, Jr., g. m.; Mil- 
ton Chapman, loc. sls. m. 
w-TWo _ 
Murray Carpenter, g.m.; Rudy 
Marcoux, bus. m. 
Lewiston WLAM-TV 24,000 _ 


Poland Spring 


Portiand 


Baltimore 


Salisbury 


Elden H. Shute, Jr., p. & st. m.; 
Gerald T. Higgins, c.m. 

wMTW 259,933 _ 

John H. Norton, Jr., v.p. & g.m.; 
Paul Tiemer, sls.m. 

WCSH TV 150,004 50 

William H. Rines, mng. d.; Jack 

S. Atwood, st. m. 

WGAN-TV 136,078 *_— 

Creighton E. Gatchell, v.p. & 
g.m.; Richard E. Bates, sls. m. 


MARYLAND 


WAAM 586,005 —_ 

Ken Carter, g.m.; Armand Grant, 
asst. g.m. & sls. d. 

WBAL-TV 588,336 100 

Leslie H. Peard, Jr., st. m.; F. 
W. Cardall, bus. m. 


WMAR-TYV 588,336 69 
= & Jet, VB: B A. Laps, 
sls. m. 

WBOC-TV 46,400 _ 


John W. Downing, p.; Charles J. 
Truitt, v.p., g. m. & sls. m. 





City Station wht Unf Color 
MASSACHUSETTS 
Adams wMGT 169,015 —_ 
(Pittsfield) John T. Parsons, m.; William P. 
Geary, sis. m. 
Boston WBZ-TV 1,267,223 64 
W. C. Swartley, g.m.; C. Herbert 
Masse, sis. m. 
WNAC-TYV 1,267,223 *_— 
Norman Knight, ex. v.p. & g.m.; 
Thomas H. Bateson, sis. serv. 
m. 
Cambridge WTAO-TV 182,400 — 
(Boston) Theodore B. Pitman, Jr., g. m. & 
¢.m. 
Springfield WHYN-TV 165,000 — 
Charles N. DeRose, g.m.; Patrick 
J. Montague, c.m. 
wwLe 168,000 4 
William L. Putnam, oper. m.; 
James H. Ferguson, Jr., sis. m. 
Worcester WWOR TV 76,000 — 
Ansel E. Gridley, v.p. & g.m.; 
Leonard Corwin, c.m. 
MICHIGAN 
Ann Arbor WPAG-TV 24,000 = 
Edward F. Baughn, v.p. & g.m.; 
Kenneth MacDonald, sis. m. 
Bay City WNEM-TV 289,793 50 
Harry E. Travis, g.m. 
Cadillac wwtv 64,920 _ 
L. T. Matthews, v. p. & g.m.; 
John F. Cundiff, sis. m. 
Detroit 


Grand Rapids 
Kalamazoo 


Lansing 


Saginaw 


Traverse City 


Austin 


Duluth 
(Superior) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 
Jackson 


CKLW-TY 1,238,585 — 

J. E. Campeau, p. & g.m.; E. 

Wilson Wardell, gen. sis. m. 

WJIBK-TV 1,468,700 

Bill Michaels, mng. d.; 
McMurray, sis. m. 

WW3J-TV 1,466,000 140 


2s 
Maurice 


Edwin K. Wheeler, g. m.; Don 
DeGroot, asst. g. m. 

WXYZ-TV 1,469,000 _ 

James G. Riddell, p.; John F 
Pival, v.p. chg. tv. 

WOOD-TV 496,289 20 


Willard Schroeder, g. m.; Ar- 
thur M. Swift, gen. sis. m. 

WKZO-TV 543,778 200 

Carl E. Lee, mng. d.; Donald W. 
DeSmit, Jr., sls. m. 

WJIM-TV 417,000 250 

Harold Gross, p. & g. m.; W. R. 
Brazzil, gen. sls. m. 

WTOM-TV 55,000 — 

Thomas B Shull, p. & g.m.; 
Roger Underhill, sis. m. 


WKNX-TV 140,000 5 

Howard H. Wolfe, st. m.; Robert 
M. Chandler, c.m. 

WPBN-TV 36,965 — 


Les Biederman, p. & g. m.; R. E. 
Detwiler, asst. g. m. & sls. m. 


MINNESOTA 
KMMT 95,951 _— 
Tom Steensland, m. 
KDAL-TV 78,500 
Dalton LeMasurier, 
Ramsliand, c. m. 
WDSM-TV 75,500 aa 
Rodney A. Quick, v. p. & g.m.; 
Martin A. Olson, c. m. 
KSTP-TV 570,600 100 
Stanley BE. Hubbard, p. & g.m.; 
Marvin Rosene, gen. sis. m. 
WCCO-TV 570,600 300 


g. m.; Odin 


F. Van Konynenburg, ex. v.p. 
& g.m.; Robert N. Ekstrum, 
sis. m. 

WMIN-TV 580,000 — 

Larry Bentson, p.; Frank De- 
vaney, v.p. chg. sls. 


WTCN-TV 580,000 _ 


Joseph L. Merkle, g.m.; David 
Cole, sis. m. 

KEYD-TV _— — 
Lee L. Whiting, v.p. & g. m. 
Raymond J. Tenpenny, asst. 
. T. 

KROC-TV 95,833 — 


Williard Lampman, st. m.; War- 
ren L. Miller, gen. sls. m. 


MISSISSIPPI 
WCBI-TV—4 Summer °*55 
WITV 68,404 10 


Jay Scott, g. m.; Frank B. Wil- 
lis, c. m. 


WLBT 122,765 25 

Fred L. Beard, g. m.; Frank 
Gentry, c. m. 

WSLI-TV_ 110,000 _ 

Owens F. Alexander, st. m.; Bill 


Carlier, sls. m. 
(Continued on next page) 




















@ serLorr 
@ ROCKFORD 


@ sreiviwree 


@ jJanesviiite 
@ raerrorr 
@ mapison 


@ vrxon 


See c!! oF part of 12 counties and over 


100 communities—23 towns over 5,000 
population—77 towns over 1,000 population 


MEE Over 250,000 TV sets in this Billion 


Dollar 7-city sales area. It has a population 
of well over 1,000,000 


WREX-TV Rockford, Illinois, the 7-city 


station dominates this tremendous market 


with 58 top CBS-ABC network shows 


CBS -ABC 


AFFILIATIONS 
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cuannet (& ) 


ROCKFORD*ILLINOIS 


REPRESENTED BY 


H-R TELEVISION, 


INC. 
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TV STAT Set C 
S A lO OUNE (Continued) City 
Cit Station 
A Guide fo — Station vhf Unf Col 
: r Architects, Engi Meriéian—Ssést _ Vhe Unt KOAT-TV 50,000 or 
and Management gineers WTOE-TV Se cai Color ey Ay ~ 
by WALTE obert F. Wr sia a 
A AL ite # Ww right. 
Bobet <3 J. DUSCHINSKY illiam’ B. Crooks, 'v . Pansy KOB-TV_ _ 53,496 
« ii esi ‘ent of Felted Bar ’ | *P- c.m. Wayne Coy. p. & = 
telecommunication consul » ine., | cm MISSOURI iain. ote. te g.m.; Rolf 8. 
vi & ae ultant group Girardeau a. 115,000 Roswell KSWS-TV 26 ane 
: e first obert O 2 John A. Barnet 
anc . . Hirsch, —_ . Barnett, : - 
ref only book | Columbia K Ramey, sls. m. st. m.; Jack McEvoy, sls. —* Paul B. 
ing with the OMU-TV €0,431 
whole complex — ze Ratliff, Jr _- NEW YORK 
subject of I Hannibal . Conwell, sis.” st. m.; Alban. 
ning, de: — Joplin KHQA-TV (see Qui > (Beken WROW-TV 
ne , imate bet KSWM-TV $1,270 ney, Ill.) | ees Thomas S. Murphy 152,000 — 
ine TV y build- —— A. Harrison — | Bing L. Goldman, st. & m.; Harry 
Th stations. Kansas City K night, loc. sis. m ma DT. | hamton WNBF-TV 317,290 
habale cperafions E. * He 406,138 . — ~ Dunham, g.m.; Sta > 
FOlve a C : ar’ as . Heslo » €.m.; nle 
se arte ee Tremble, een. em: a 2 | Bloomingdale WIRI p, gen. sis. m. y 
a standing of KMBC TV 466 (Lake Placid) Joel H. S mgs 
ogram planning John T. S 0136 | Buffalo : . Scheier, p. & g.m — 
and producti ; G chilling, v 80 | WBEN-TV : 
tech = — J. Higgins — & sm.; George R a 200 
pe problems WDAF TV we eae | ee a o> ee 
ethcient ad- Wm -TV 466,136 WBU . . ‘ 
ear td vig: “8 . BUF-TV 
ministration, of > Rag pom. se 76 | a. @ 170,000 #7 
proble: +s St. Joseph Is. m. nne B ohen, ex. v.p.; 
loenates apes = oto ge 125,300 Ww rennan, sis. m. silat 
ne use of live ta St. I enn G. Grisw as 'GR-TV 447,938 
the many other c talent and film—and of outs KSD-TV 7 old, m. & c.m. J. J. Bernard, st ; 246 
ciieviinn tal construction, operating fee George M — ‘in aii wank m.; O. Howard, 
g and ma ae , en- : a hag Pes 
are here dealt ——— problems which “ene sls. —_. g-m.; Guy (Water- oe -TV 58,590 
for the first time oroughly and clearly Rewet © a 1 tows) , a —— st. 4d. Al 
1954 136 pages 9x12” 13 : 7h teen On” oe Kingston —x_ m. 
5 Wlustrations $12.00 | Sedal WTVI (see Bel , V.p. & c.m. Robert M. Peeble 27,100 nies 
I ia KDRO. leville, Tl.) Robert L. S es, v.p. & §.m.; 
H a 57,000 5 New York , » Sabin, v.p. chg. sis. 
~~ W- Brander - WABC-TV 4,481,000 
an Springfiel maaan Jimmy Ted  Oberfelder, — 
AU P 3. S-TV 62,370 Adams, sls po g-m.; Trevor 
3. Pearson Wai 10 WABD ape 
DITORIUMS | KYTy 0,200, Te Se, on, OP 
What Eve TV Di a L. Stufflebam " ‘atti Wurster, sls. ae. ; F. A. 
— Directo . m.; Carl Fox, ¢ o-mgr. & WATV . 
and Cameraman Sh r, Sound Engineer | ie Tae. w (see Newark) 
THEATRE ould Know Abo M CBS-TV 4,481,000 
S and AUDITOR wt | Balings (ONTANA Sam Cook Digges 3,000 
by HAROLD BU _— | EOOK-Ty _ 20,000 =. 
EDW RRIS-MEYER, and Vv; Clark, g.m.; John C a WOR-TV 4,481,000 
S<DWARD COLE : | KXLF-T aa Se. ens. & 4 
¥ s. i ce, = omnes ps, sis. m. arles 
ou will find this | Gte®t Falls g-m. , P.; Jim Manning, | Fred M. ssmaee ys 
book e KFBB-TV hrower, g.m.; 
helpful extremely Le we 20,000 Paterson, sis. m -m.; John A. 
. , n . ahl, 4 — WRC . 
in co -_ | Mixsoula Blanchette, 2 ms WS ; SS 3,000 
theatres old | KGVO-TV 18,000 Heitin ea, g.m.; Jay J 
aca res and audi- A. J. Mosby, m.; = Rech , sis. m. : 
oriums to TV ae See, — waane-ty 300,000 
production, but - aa on we & Oe. Rg 
also i = EBRA - Kennedy, Jr. a. 
is A in planning —- KHOL-TV er WHEC-TV 281 tn qm. S85, @- 
ew stage layouts mey) Jack Gilbert, re a — “itn «ns, a 
and aallentecet- | = B...; — a Al MePhil- - rrr ©. Wheeler, nat i 
ing arr N-TV 1 ; . . 
for s ees | A cen Eee 2 _ WVEE-Ty 201.000 
studio tele- | Young, » m.; Thomas rvin F. Ly 2 
in ill e Omaha g. sis. m. L. Arth ke, p. & , 
230 ve es: ope = 286,000 m. ur Murrellwright, gen ate. 
pages 9x12” 300 lilustrati — Saddler, v.p. & © ae Schenectady WRG . sis. 
Mail coupon for eith trations $10.00 ee ee a ot a (altang- apenas W. Welp , 
on 19 days’ Ae A ; ere wow-Fv 1202.29 ‘ Pte F. Reid, Sg m.; Robert 
"elie laah ela 1ON | Fred Ebe garty, v.p. & nae use WHEN-TV : 2 
=_——o—— | ne! g.m. ; V 358,3) 
I RE acetate cy | or ae soe. _ «6 300 
I | illiam H. as g- m.; 
| aoe bes abe ee CORP | | Henderson ww«a"_,_-' WSYR-TV oe “i 
| New Y , 430 Park Av . Donald W \ = E. R. A rn s00 
ork 22, N e. 1 | G . Reynolds, p.; W.R oeur, p. & : 
| Plea ’ b ee | | Las Vegas ardner, g. m » Pp.; Bob Uti . Alford, d. of sis g-m.; 
se s . m = | K s- - ° Itica '. 2 q 
! yo Deeg me, for FREE EX 1 | age a we WKTV 157,000 
| Af IN, the book(s) checked AMI- “ene at ms Mari = Mickael C. Fusco 182 
After ten days I will Opens below e Reno a ce. m. 3 arian Y. . gm. & sis.m. 
and owe nothi either return same V 17,2 NOR 
pl ‘nothing or wills nsame | | Say thie, cae & ‘ 7m CAROLINA 
| = s) indicated, plus f — you | | devel. ¢. ichard Colon, sheville WISE-TV 
| TV Station : S postage. } Harold 35,000 
ions; A Guide z l NEW Wiese . i 
| Erg nee.s and M for Architects | Manchester w A HAMPSHIRE senegh J. Master > & g.m.; 
| © Theatre anagement, @ $12 09 ne R-TV 381,338 WLOS-TV 298,13 » ¢ m. 
wes uditori : . Git _ arles B = 
| s and Auditoriums, @ $10.00 ‘- mi ie tleson, ex. v.p. & s _ Britt, ex. v.p.; 
Name : 1m. Wartiny- WMTW (see Menge in wn Cait y H. Roberts, cm. Brad- 
oland Spring, Me.) wamMc 
| Address ....... l a = Deadwylder _—_ = 
ee ed ssseeeneenneennerneeae Cr NEW JERSEY “ar” ggg ge Te 
\ as - hes sb r - . 
: fein dears Zone .... State | ury Park WRTV Chests 2 150,834 - 
| SAVE POSTAGE. Check here if | alter Reade, Jr 10,500 ae & gm’: Wallace 3 eld, ex. v.p. 
you ENCLOSE 2. Check here if | | Newark Burke, mas. @. p.; Harold C. sis. m. orgenson, gen. 
{ pa : i I r . a. ae 
| wwe Eey pot. ag in which | | WATV 4,290,000 Durh: wart 56,33 
| privilege. stage. Saine return — R. ne pa am WTVD a »338 a 
! | iliam Crawf , Pp. & g.m.; Floyd FI 580 a 
= ord, sis. d Th etcher, st.m.: 2 
ai eas ay ee me | NEW M : Greensbo' ompson, sis. m. Mike 
Giandiin ap etiiiaa EXICO msboro w é ° 
—-- Albuquerque G FMY-TV 292,768 
KGGM-TV 53 aines Kelley 50 
A. R Meben 496 ay “ie, ¢m. , g- m.; Bill Basker- 
Morgan, c. —/apn p.; George Greenville WNCT 
a Campbell — 
G. Clarke, Jr., c. m. g.m.; John 
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Set Count (Continued) 


City Station Vht 


Unt Color 





Raleigh WNAO-TV 


124,400 * — 


Charles G. Baskerville, g.m.; Earl 


Welde, c.m. 


Wilmington WMFD-TV 50,003 
R 


A. Duniea. Jr.. 


‘O’Shields, sis.m. 
Winston- WSJS-TV 257,600 
Salem 


Shaw, sis. m. 
WTOB-TV 


Harold Essex, ex. v. 


m.; Claud 


100 
p.; Harry B. 


John G. Johnson, g. m. 


NORTH DAKOTA 


Bismarck KFYR-TV 24,315 


F. E. Fitzsimmonds, ex. v.p.; 


A. L. Anderson, 


WDAY TV 65,200 
Tom Barnes, g.m. 


KXJB-TV 
KCJB-TV 
John W. 
Burkart, 
KXJB-TV 78,000 
John W.  Boler, 
Hurley, v.p. chg. 


Fargo 


Minot 30,120 


Boler, p. 


Valiey City 


OHIO 


WAKR-TV 
S. Bernard Berk, 
Berk, v.p. & g.m 


WICA-TV 
John A. Colin, 
Fassett, bus. m. 


WCPO-TV 724,140 
Glenn Clark Miller, 

Cc. L. 
WKRC-TV 717,145 
U A. Latham, 


Akron 


Ashtabula 


Cincinnati 


WwLW-T 525,000 
R. E. Dunville, p.; 
ware, st. m. 


Cleveland WEWS 1,077,580 


(see Valley 


25, 
g.m.; 


a g.m.; 
Schlinkert, sls. m. 


sis. m. 


& sis. m. 
City) 


i | 


& g.m.; 


c. & res. m. 


100 


a: We 


sls. 


174,066 _ 
p.; Roger G. 


Donald 


asst. g. m.; 


Doty, sls. d. 


Robert 


92 
Robert Boul- 


100 


James C. Hanrahan, g. m.; John 


H. Foley, adv. m. 


WNBK 1,045,000 
Lloyd E. Yoder, 
Davidson, sls. d. 


WXEL 1,085,000 


Franklin C. Snyder, 


Cc. Wright, c.m. 


WBNS-TV 430,700 
Richard A. Borel, 


Columbus 


&.m.; 


107 
William 


mng.d.; R. 


tv d.; Robert 


D. Thomas, sls. m. 


WwLW-C 
James 
Burgess, sls. m. 


WTVN-TV 385,948 
Joseph Ww. 


312,640 


Dayton WHIO-TV 637,330 
Robert H. Moody, 


E. Wolaver, 


WLW-D 321,000 
H. Peter Lasker, 
Cc. R. Dodsworth, 


WEOL-TV—31 Early 
WLOK-TV 
R. M. Mack, 
Heller, sls. m. 
WSTV-TV 1,083,900 
John J. Laux, ex. 


Elyria 
Lima 


Steubenville 


Joseph M. Troesch, 


Toledo WSPD-TV 316,000 
Allen L. Haid, 


Bill 
WFMJ TV 


Ashworth, n 


Youngstown 


William F. Maag. Jr., p.; 


F. Stanley, m. 


Leonard, st. 


McGough, 
Robert C. Wiegand, asst. 


v.p. 


m.; James 


g.m. ; 
g.™a. 


g.m.; Walter 


c.m. 


cas 
v.p. & g.m.; 
Jr., sis. d. 


"55 
71,285 _ 


vp. & m.; C. 


v.p. & g.m.; 
asst. g.m. 


90 
& mng. d.; 
at. sis. m. 


148,500 25 
Mitchell 


WKBN-TV 148,588 100 
W. P. Williamson, Jr., p. & 
g. m.; J. L. Bowden, st. d. 
Zanesville WHIZ-TV 45,000 — 
Allen H. Land, mng. d.; Nate 
Milder, sis. d. 
OKLAHOMA 
Ada KTEN 182,000 — 
Bill Hoover, v.p. & g.m.; Brown 
Morris, sec. treas. & st. m. 
Enid KGEO-TV 265,421 — 
George Streets, g.m.; Tom 


Belcher, sls. m. 


City 


Station Vnt Unf Color 








Lawton 


Muskogee 


Oklahoma 
City 


Tulsa 


Eugene 


Medford 


Portland 


Allentown 


Altoona 


Bethlehem 


Erie 


Harrisburg 


Jahnstown 


Lancaster 


Philadelphia 


Pittsburgh 


Reading 


KSWO-TV 54,540 — 
P. N. Goode, p.; Ross B. Baker, 
g-m. 


KTVX 248,750 _ 
L. A. Blust, Jr., v.p. & g.m.; 
Ben Holmes, nat. sis. m. 


KTVQ 167,381 a 
John Esau. p. & nat. sis. m.; 
J. Harry Abbott, g.m. 


KWTV 256,102 100 
Edgar T. Bell, ex. v.p. & g.m.; 
Fred L. Vance, sis. m. 


WKY-TV 303,244 118 
P. A. Sugg, ex. v.p. & st. m.; 
John Haberlan, nat. sls. 


KOTV 248,651 60 
C. Wrede Petersmeyer, p. & 
g. m.; Jim Richdale, c. m. 


KV0O-TV 242,000 


. &@. Ae & 3 
Lamb, c. m. 


100 
Russ N. 


OREGON 


KVAL-TV 40,109 
S. W. McCready, 
Nickell, sls. m. 


KBES-TV 26,500 
Everett A. Faber, 
Barnett. c. m. 


g. m.; Glenn 


v.p.; Edward 


KOIN-TV 287,400 50 

C. Howard Lane, mng. d.; John 
Palmer, nat. sis. m. 

KPTV 219,744 35 


Russell K. Olsen, mng.d.; Charles 
R. White, c. m. 


KLOR—12 Mar. '55 
PENNSYLVANIA 
WFMZ-TV 32,000 — 
Raymond F. Kohn, p. & g.m.; 


Perry S. Ury, sls. 4d. 


WFBG-TV 490,528 _ 
Jack Snyder, mng. d.; George 
Burgeon, oper. m. 

WLEV-TV 89,307 _ 


Thomas R. Nunan, Jr., st. m.; 
J. R. Gulick, nat. sis. m. 


WGLV 84,915 - 


J. R. Porterfield, g.m.; Nelson 
S. Rounsley, bus. m. 

WwIcU 208,500 150 

Ben McLaughlin, g. m.; Karl 
Nelson, c.m. 

WSEE 58,320 — 

Charlies E. Denny, g.m.; Don 
Boyce, c.m. 

WCMB-TV — — 

Ed K. Smith, g.m. 

WHP-TV 193,002 _ 


A. K. Redmond, g. & c.m. 


WTPA 193,002 —_ 
David J. Bennett, g.m.; Allen P. 
Solada, sis. m. 





WARD-TV ae 

Robert R. Nelson, g.m. 

WJAC-TV 831,303 250 

Alvin D. Schrott, g.m.; John H. 
Hepburn, sis. m. 

WGAL-TV 602,350 30 


Harold E. Miller, st. m.; Leroy 
K. Strine. c.m. 


WCAU-TV 1,904,946 *— 

Donald W. Thornburgh, p. & 
g. m.; Robert M. McGredy, tv. 
sls. m. 


WFIL-TV 2,074,767 1,000 
Roger W. Clipp, g.m.; Kenneth 
W. Stowman, gen. sls. m. 


WPTZ 1,947,322 260 
R. V. Tooke, g. m.; Alexander W. 
Dannenbaum, Jr., c. m. 


KDKA 1,256,400 = 
Harold C. Lund, g. m.; Lloyd 
Chapman, sis. m. 


WENS 475,000 — 
Larry H. Israel, v.p. & g.m.; 
Donald P. Menard, sls. m. 


WEEU-TV 95,000 —_ 

Thomas E. Martin, ex. v.p. & 
g. m.; K. Richard Creitz, asst. 
g. m. & sis. m. 


WHUM-TV 219,870 _ 
Humboldt J. Greig, p.; Robert M. 
Reuschle, nat. sis. m. 














ADVERTISING 


DIRECTOR 
AVAILABLE 


Multi-million dollar ad- 
vertising campaign re- 
sponsibility. Top-flight 
sales development, sales 
promotion and public 
relations direction. 
Practical, valuable ex- 


perience 


in television 


programming. Expert in 
all other advertising me- 
dia. Responsible admin- 
istrator, self-starting ex- 


ecutive, team 
Creative. Box 555 


TELEVISION AGE 


leader. 











Triple Threat Man 
ready to show a 
profit on your station 


Here is a man with over 25 


years experience in the broadcast 


media as an Advertising Man- 


ager, Radio-TV Director, Station 


Manager, Agency account group 


supervisor. 


Presently employed in 


top 


bracket of top agency, available 


at a price if the opportunity is 


right. 


Address replies to 
Box 324, Television Age, 
444 Madison Ave., 


New York 
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| Set Count (Continued) 


City Station Vht Uhf Color 


Scranton WARM-TV 200,000 _ 
William Dawson, g.m.; Sam 
Feigenbaum, sis. m. 
WGBI-TV 210,000 _ 
4 3 | Robert E. McDowell, st. m.; 


George D. Coleman, gen. & c.m. 
WwTtvUu 250,000 _— 
Thomas W. Jones, g.m.; Edward 
Galuska, oper. d 
Wilkes-Barre WBRE-TV 225,000 100 
David M. Baltimore, v.p. & g.m.; 
Ernest Lewis, sls. m. 
WILK-TV 250,000 *— 
Roy E. Morgan, ex. v.p.; Thomas 
P. Shelburne, m 
York WNOW-TV 94,000 a 
Richard E. Burg, st. m.; Robert 
M. Stough, sls. m. 
WSBA-TV 90,000 — 
Louis J. Appell, Jr., p.; C. L. 
Doty, v.p., g.m. & ¢c.m 





PITTSBURGH and BUFFALO 
in WASHINGTON STATE? 











Oswald! Pittsburgh and Buffalo RHODE ISLAND 
are NOT in Washington State. But —BEsy | Providence WJAR-TV 1,382,853 200 
take the combined populations of ni Op, Peter B. James, st. m.; Ed. 
these great cities and you'll have the {<p Boghosian, sls. m. 

b le living within the m WNET : 82,000 = 
“A” Contour of KTNT-TV. That gives EVERETT — J ae Siete, vo. 
you a good idea of audience quantity, f ‘- | SOUTH CAROLINA 


but read further . . . s 







| Anderson WAIM-TV 175,000 —_— 
Glen P. Warnock, g.m.; Fisher 

Darden, c. m. 
| Charleston WCSC-TV 153,517 _ 
| Roland Weeks, m. & nat. sls. m.; 


CANADA SEATTLE 










Ralph E. Thornley, rgnl. sls. m. 
WUSN-TV 138,500 —_ 
J. Drayton Hastie, Pp.; Phil 

Porterfield, nat. sls. m. 
Columbia WCOS-TV 72,000 — 
Chas. W. Pittman, p. & g.m.; 

| Wayne Poucher, sis. m. 
| WIS-TV 141,879 _ 








Mp recom 


+ 
7. 
% Fouvmeia 





Charles A. Batson, mng. d.; Law 
Epps, sis. m. 





v 
me | WNOK-TV 75,000 _ 
= Ou, oe H. Moody McElveen, Jr., g. m. 
= = POopuLaTION: | Florence WBTW _ 115,000 = 
o z J. William Quinn, mng. d.; John 
cA Of all TV stations Brock, sls. m 
in the fabulous J 
° WASHINGTON STATE Puget Sound area, Greenville WFBC-TV 445,850 _ 
C only KTNT-TV | Bevo Whitmire, m.; R. Q. Glass, 
7 ae covers all 5* cities | Jr., sls. m. 
wv ” Mal g nnngae WGVL-TV 113,000 — 
sexsaeresd-mimpansined Ben K. McKinnon, g.m. 


Everett, Bremer- } 


ten, Clympie SOUTR DAKOTA 


Rapid City KOTA-TV—3 June 'S5 
4 ‘ : ELO-TV 112,387 — 
More than half the population of Washington State is concentrated in ren Sa om _ Floyd, p.; E. A. Nord, 
the western portion bordering on Puget Sound. And most of these ‘ | g-m. & sis. m. 
people are found within the limits of KTNT-TV’s “A” contour illus- TENNESSEE 
trated above. This area also accounts for more than half of the Chattanooga WDEF TV 121,100 24 
’ s . Harold E. ‘‘Hap’’ Anderson, g.m.; 
state’s spendable income and retail sales. Otis H. Segler, sis. m 
, WDXI-TV _ —_ 
KTNT-TV’s INFLUENCE AREA includes the entire area west of the Johnson City Wal-Fv 143,692 — 
Cascade mountain range, from Canada on the north to Oregon on the z. = a oe oS 
south. Incomes in this area exceed the national average. Riedie WATE-TV 103,970 — 


W. H. Linebaugh, v.p. & g. m.; 
Py . . John T. McCloud, c. m. 
Sell this prosperous, growing market with KTNT-TV 


WTSK-TV 80,050 10 

BEST OVER PUGET SOUND. | Harold B. Rothrock, st. m.; Guy 
L. Smith III, c.m. 

Memphis WHBQ-TV 336,492 _ 


John Cleghorn, g. m.; L. O. 


316,000 WATTS wae shan 


50 
| H. W. Slavick, g.m.; Earl More- 
| land, asst. m. tv oper. 





Antenna Height 


‘f 4 WSIX-TV 230,130 — 
. fe Te El ee 4 — ye 
} E. S. Tanner, tv. c. m. 
CHANNEL ELEVEN CBS Television for Puget Sound ae . ee “4 


John H. DeWitt, Jr., p.; Irving 
Waugh, c.m. 


ASK WEED TELEVISION OMNashvilie) T. B. Baker, Jr., ex. v.p. & 6.10.: 


KTNT-TV, TACOMA 5, WASHINGTON | <a 








TEXAS 
“The Word Gets Around... Buy Puget Sound” Aviles KRBO-TV 43.290 — 
ohn elly, st.m.; ‘orest Lane, 
nat. sis. m. 
Amarillo KFDA-TV 67,178 


Ed Moore, g. m.; Dan Hayslett, 
nat. sis. m. 
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City Station Vnt Unf Coior | City Station Vht Unf Color City Station Vnt Unf Color 














KGNC-TV 66,507 _ | Harrisonburg WSVA-TV 100,627 — | Milwaukee = WCAN-TV 412.0002 — 
Wesley S Izzard, ex g.m.; Frederick L. Allman, p. & g.m.; Lou Poller. g.m.; Burton Levine, 
Bill Clarke. sis. m1. — Howard C. Evans. sis. m. sis m 
Lynchburg WLVA-TV 179,100 _ WwxXIx 398,255 —_ 
Austin a AE gn 0°. P ows Philip P. Allen, v.p. & g.m.; Lee B Bartell, g.m.; Don Mann, 
* monpaet ais = ee er Joseph F. Wright. Jr., c.m. st m 
iS aK oil Newport WACH-TV (see Norfolk) WTMJ-TV 746,982 185 
Beaumont --—_ Ps si - News Waiter J. Damm. g. m. tv. & 
sls. m. «, Pa lel | Norfolk WACH-TV 137,500 — rad.; Neal V. Bakke, sis. m 
KFDM-TV. nie H. A. Seville, g. m.; Tiny Hut- wTtvw _ 
angi 6 Apr. °SS ton, sls. m. lL. F. Thurwachter, ex. v.p.; 
Big Spring KBST-TV—9 July ‘55 WTAR-TV 349,467 50 Soren H. Munkhof. st. m 
Corpus KVDO-TV 38,850 — | Campbell Arnoux, p & m.; Superior KDAL-TV ‘see Duluth, Minn.) 
Christi L. W. “‘Bud’’ Smith, g.m.; V. Robert M. Lambe. gen. sis. m WDSM-TV (see Duluth, Minn.) 
Magene Tinsiey, ¢. m. WVEC-TV 131,000 50 Wausau WSAU-TV 52,400 ses 
Dallas KRLD-TV 448,000 150 Thomas P. Chisman, p. & g.m.; George T. Frechette, v.p. & g.m.; 
(Ft. Worth) Roy M. Fiynn, m.; W. A. Harrol A. Brauer, Jr., v.p. & | Richard D. Dudley, asst. m. & 
Roberts. asst. m. chg. sls. sis. 4. cm 
WFAA-TV 448, | Richmond WTVR 481,193 300 | 
Ralph Mon al m.: m.. Wilbur M. Havens, g. m. & sls. | WYOMING 
Shapiro, ¢.m. =. + pg a. See Jr., asst. Cheyenne KFBC-TV 49,000 — 
KFJZ-TV—11 Spring ‘55 | 5m. ask. ss. m. Wm. C. Grove, g.m Charlies P 
ae EROD-TY 64.433 | Roanoke WSLS-TV 311,001 50 Cahill, ¢.m 


James H. Moore, ex. v.p. & g.m.; 


Val Lawrence. v.p. & g.m.; Dick Horace Fitzpatrick, asst. & c.m. 


Watts. gen. sis. m. 


KTSM-TV 62,423 Territories & Possessions 


K w pee | WASHINGTON 
Geemer < : b ged aad Bellingham KVOS-TV 158,653 ALASKA 
o Vou : . Rogan Jones, p.; Fred Elsethagen, Anchorage KFIA 15,000 — 
Fort Worth WBAP-TV 450,000 325 sis. m. Jack D. Ellison, g.m.; James G 
(Dallas) George Cranston, st. m.; Roy I. Pasco KEPR-TV 39,500 hime Duncan, sis. m 
Bacus, c. m. A. W. Talbot, p ; Thomas C. Bos- KTVA 15. — 
Galveston KGUL-TV 378.000 tic, v.p. & g. m. A G. Hiebert. g. m 
Paul E. Taft, p. & g. m. Robert Seattle KING-TV 408,100 161 Fairbanks KTVF _ _ 
B. Wilson, gen. sls. m. (Tacoma) Otto P. Brandt, v.p. & g.m.; A 
Harlingen  KGBT-TV 48,275 - o. Dae, 6m oo 
Troy McDaniel, g.m.; Ingham S. KOMO-TV 408,100 161 Honolulu KGMB-TV 65,000 _— 
Roberts, c. m. | W. W. Warren, v.p. & g.m.; Ray C. Richard Evans. v.p. & g.m.; 
Houston KGUL-TV (see Galveston) | ae pe ~Faee ma ~ as H. Davison, Jr., tv sis 
tg tb 387,000 100 H. G. Fearnhead. g. m.; Roger KONA 62.000 -= 
ack Harris. g.m.; Jack McGrew, D. Rice, st. & gen. sis. m. j John D. Kerting, p. & g.m.; Jack 
nat. sis. m. Spokane KHQ-TV 100,410 20 | Irvire. gen. sis. m 
~~ ° ' 
KTRK- -TV 387. 200 R. O. Dunning, p. & g. m.; John KULA-TV 69,000 _ 
oe E. Waibriage, g. m. Bill H. Pindell, c. m Jack A. Burnett, v.p. & g.m.; 
enett, c. . a Hugh Ben LaRue, gen. sis. m 
—— , KXLY-TV 99,553 _— 
Longview KTVE 40,000 _ Richard E. Jones, v.p. & g.m.; | . . 
Barre Monigold, st. m.; Bernie | Robert Struble, sis. m. PUERTO RICO 
Bouma, sls. m. — San Juan WAPA-TV 43,345 — 
i KREM-TV 95,649 _ 2% min » 
KLTV (see Tyler) Louis Wasmer, owner; Robert H py Ry - on ; Segis 
Lubbock KCBD-TV 67,878 oo Temple, m = : r 
Joe H. Bryant, p. & g. m.; George | Tacoma KTVW 370,100 -_— | ae nae pA a , 7 
L. Tarter, ¢. m. (Seattle) Carl E. Haymond. p.; Dexter pene Highiley re ~ S- &.; 
KDUB TV 67,878 a Haymond. v.p. & oper. m. : aes 
W. D. (Dub) Rogers, p.; George KTNT-TV 408,100 161 | 
Collie. nat. sis. m. Len Higgins, m.; Larry Carino, | 4é 7 
Midland KMID-TV 39,250 _ e.m. f“A Must... 
ee Grayson, v.p. & g. Mm.; Vakima KIMA-TV 39,500 —_ ee 
Lambert Cain, ¢. m. Bete, ve & 6S; EE. says PAUL PRICE, TV Advisor, 
San Angelo ee og wy ami a 6 _ Allied Artists Productions, 
Thomenen. ¢.™. WEST VIRGINIA Hollywood, of: 


San Antonio KENS-TV 237,255 *— Charleston WCHS TV 423,234 _ 


| 

| 
Albert D. Johnson, g.m.; Wayne | John T. Gelder. Jr.. g.m.: John 
Kearl. g. sis. m. L. Sinclair, Jr., sls. m. rad.-tv 
WOAI TV 238,370 30 | WKNA-TV 51,130 = 


James M. Gaines, v.p. & g.m.; Charles H. High, g.m.; Willard | 
Ed V. Cheviot, c. m. Jackson, sis. m. 


. 
Bd V. Cheviot. ¢. im. Pree. -2-p-cg | Program Production 








Temple KCEN-TV 103,144 a Fairmont WIPB TV 36,105 ~ | 
Harry Abbott, st. m.; Burton R. M. Drummond. v.p. & g.m.; by CARROLL O’MEARA, TV Consult- 
Bishop, g.m. & pres. asst. ee ce ee ant and Agency Representative; for- 
Texarkana KCMC-TV_ 108,270 _ Huntington WSAZ-TV 491,728 80 ly Pp + 3 Da NBC Tv 
(Tex.-Ark.) Walter M. Windsor, g.m. & c.m. | Lawrence H. Rogers, v.p. & g.m.; merly roducer-Director, TV. 
Tyler KLTV 80,294 oan Cc. Tom Garten, asst. g.m. & : ‘ : 
Marshall H. Pengra, g.m. & sis.m. WHTN-TV—13 Spring °55 JUST PUBLISHED. Indispensable 
Waco KANG-TV 48,960 — | Oak Hi WOAY-TV — - guide for all connected with TV— 
Bob Walker, st. m.; Chartes L. (Beckley) Robert R. Thomas, 0. & g. m.; | Packed with up-to-the-minute help on 
Howell, asst. m. W. S. Jackson, sis. m. stagin lightin use of graphic ma- 
Weslaco KRGV-TV 47,673 — Parkersburg WTAP 35,802 — | — _ ; - cath a. hoe 
Millman Rochester, g.m.; Jack T. A. Eiland, g. m.; Jerry Burns, | teria 8, etc.5 iscusses today's bes 
Keasler. c.m. sls. m. techniques for various program for- 
Wichita Falls KFDX-TV 89,750 — Wheeling WTRE-TV 304,778 68 | mats — extempore, educational and 
Howard H. Fry, g.m.; Mott M. Robert W. Ferguson, ex. v.p. & | demonstration, drama, comedy and 
Johnson, nat. sls. m. g.m.; H. Needham Smith, ais s.m, | variety ntial events and © saline eg 
KWFT-TV 85.300 - | i sop ki . 
Kenyon Brown, p. WISCONSIN plains remote telecasting, kinescop 
Eau Claire WEAU-TV_ 75,000 i ay tape recording; writing, producing 
UTAH oe igen S.m.; Richard commercials. Covers new problems 
Salt Lake KSL-TV 167,200 50 ay ‘ i raised by color TV. 23 ills., 360 pp. 
Green Bay WBAY-TV 210,000 a 
City D. Lennox Murdoch, v.p. & §.m.; Burkett Farquhar, st. m.; Robert | $5 
a + So. C. Nelson, sls. m. | “The most thorough, easy-to-under- 
G. Dennett ‘Tee. P., i WMBV-TV (see Marinette) } stand book I ever read on broadcast- 
sls, m. cba April °S5 ing.” — JOHN GUEDEL, Producer of 
KUTV 181,500 _ La Crosse WKBT 55,000 a of “You Bet Your Life,” “People Are 
Frank C. Carman, p. & g. m.; Howard Dahl, m.; Robert Mor- Fanny.” ete. 
Brent Kirk, sls. m. rison, sls. m. Ys 
-TV 103,000 —_ 
VERMONT — oe 'y. Hevel g. m.; Robert | @ Send for this book. Save postage by 
- Loomer, sis. m. , remitting with order. Book returnable 
Montpelier WMVT 113,000 — WMTV 75,000 =x if not satisfactory. Address Dept. TA-1. 
ag 2 €-m.; John A. Morton J. Wagner, st. m. & sls. 
ew eum ey 100 | RONALD PRESS COMPANY 
ne - 
VIRGINIA (Green Bay) Joseph D. Mackin, g.m.; William | East 26th St., New York 10 
Hampton WVEC-TV (see Norfolk) R. Walker, st. m. 
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Muncie is 1st 
in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 
TV VIEWING 
They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 


WLBC-TV is Ist 
cities by the American Research 
vember A.R.B. Report, telecast- 


=~ 

choice in 
Bureau. The average Muncie 
ing from 7 A.M. to 11:30 P.M. 


31%; hours per week 
MUNCIE FOR 
Sep _ the cues Sees 
CBS - NBC - DUMONT-ABC NETWORKS 


WLBC-TV 





MUNCIE, INDIANA 
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Readers Ask (Cont'd from page 90) 


is sent to the Quality Control Depart- 
ment for analysis and, on the basis of 
this, the remainder of the roll re- 
ceives appropriate processing. The 
result is then returned to the custom- 
er, who edits the film and makes the 
sound track conform. When it comes 
back to us it is then preprint material. 


What are the next steps? 


After the film has been prepared, 
it goes to the Timing Department, 
where each scene in the original pic- 
ture is analyzed and assigned an in- 
dividual printing light. In this way, 
certain compensations can be made 
for possible over-and-under exposure 
of each scene. The Timing Department 
determines the extent of these correc- 
tions and they are automatically ef- 
fected in printing. 


W hat does the laboratory do af- 
ter a film is printed? 


When the foregoing steps have been 
completed, the work of the laboratory 
is far from finished. After the print 
has been made, it must be developed, 
with due attention to the requirements 
of picture and sound. After develop- 
ment, it then goes to the Inspection 
Department, where it is screened. It 
then passes to the Finishing Depart- 
ment, where it is polished for the final 
time. Identifying leaders and trailers 
are added, and it is reeled and can- 
ned. After this, it is ready for the 
Shipping Department where receipts 
are made out and the finished film 
carefully packed. 


Can the lab control the quality 
of the finished print? 


Most effectively. It can correct for 
exposure in the original. It can, in the 
case of black and white, control the 
contrast and density. If a film track 
is not developed to the right density 
and gamma and not printed carefully, 
the sound can be seriously affected. 


Is there any difference between 
the processing operations of 
16mm and 35mm in b&w? 


Fundamentally they are the same, 


although various details of technique 
will differ. 











IN Selle, 


a producer turns to thoughts 
of summer 

the time to take advantage 
of light production schedules 


and lighter budgets. 


May we have the opportunity 
to discuss the advantages of 
making television commercials 


during the summer months? 


Wercher Smith Svudios, We. 


321 East 44th St. 
New York 17, N. Y. 
Mu 5-9010 


























in the Picture 


Tail John H. Platt stretches high into the executive eschelon of Chicago’s Kraft 
Foods Co. and is stretching higher still; he has just been promoted from vice _presi- 
dent in charge of advertising to senior vice president. A forceful member of the Kraft 
force (TELEVISION AGE, February, 1955) ever since the first world war, Platt’s first job 
there was temporary, as advertising assistant. Five years later he was advertising 
manager. As such he has been a notable buyer of airtime, demonstrated by radio’s 
Kraft Music Hail, which, with Rudy Vallee, resumed its 15-year run last month on 
CBS Radio, and the Kraft Television Theatre, now in its eighth season. Alert, inquisi- 
tive and voluble, Platt is acknowledged to be one of advertising’s sharpest—and frank- 
est—executives. He lives in Winnetka, Ill., where he has an unusual library of rare 
books, mostly first editions. 

Succeeding Platt as vice president in charge of sales and advertising is Charles 
G. Wright, formerly v.p. and general sales manager for Kraft. Wright knows the food 
business from bottom to top (and halfway back again), having been in it since 1915. 
He first worked for his father, founder of the Wright Mayennaise Co. which became 
a part of Kraft in 1928. Young Charles Wright, by that time, was production manag- 
er and stayed on to play “a major role” in developing Miracle Whip and Kraft Mayon- 
naise. As a result, his rise has been fast through Kraft’s central division, then its 
general office staff to the general sales managership in 1946 and a vice presidency 
in 1952..A great organizer, Wright is responsible for Kraft’s notable salesmen’s train- 
ing, successful introduction of many new products and, of course, a long list of 
broken sales records. As an inveterate fire-chaser, he has also organized a Rural Fire 
Protection group near Woodstock, IIl., where he has a four-acre farm. Both Mr. and 
Mrs. Wright are gardeners of note and antique-collectors with a specialty—in hobby 
as in work—of cheese dishes. 





New head of the house—Lever House —is William H. Burkhar}, executive vice 
president since 1953, who has been named no. 1 man. (Former president Jervis J. Babb 
has become board chairman to succeed John M. Hancock, who has retired.) After 
graduating with the Class of °21 from the University of Pennsylvania, Mr. Burkhart 
served with Procter & Gamble for four years. He then joined the Gold Dust Corp., New 
York, staying while it merged with Heck2r’s soap which, in turn, became a Lever 
property late in 1938. Since then, the new p-esident has risen from manager of the Bal- 
timore plant to manufacturing superintendent, director and vice president. He was made 
a company director in 1951. The father of one daughter (University of Arizona, 54), 
Mr. Burkhart lives on seven acres in Scarborough. His hobby: gardening. 





The new president of the Gruen Watch Co., 35-year-old Edward H. Weitzen, 
already has a veteran’s experience at the top managerial level. To accept his new posi- 
tion, he has resigned as vice president in charge of marketing, American Machine and 
Foundry Co. Previously, he was with the Bulova Watch Co. for nine years, his last 
title being that of president and director of its research and development laboratories. 
His military background, again, shows a veteran’s experience: When U.S. Forces em- 
barked for the Normandy invasion, Mr. Weitzen was control officer of the Southern Base. 
His service after reaching France with the ETO General Staff Headquarters earned 
important decorations from Britain, France and the U.S. Mr. Weitzen is a graduate of 
the City College of New York, is married and the father of a 2-year-old daughter. 


onpneee 





The man who helped put the Lewyt Corp. on tv, Donald B. Smith, now joins the 
Crosley and Bendix Home Appliances Division of Avco to direct laundry and appliance adver- 
tising and sales promotion. Mr. Smith served in a similar capacity at Lewyt for the 
past six years, has also been with the Perfection Stove Co. and Magic Chef, Inc. Born 
in Canada, he got his college education at Denison Univ., then started his advertising 
education with Mumm, Robins & Pearson, Columbus. After that, he transferred to the 
Kroger Grocery Co. as copywriter until Uncle Sam required his services elsewhere. Since 
the war and his long series of sales-advertising titles, Mr. Smith has become known as 
an early booster and heavy user of spot television. In his new post on his old grounds 
(Cincinnati), he no doubt will retain that repute. 
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In the Picture 


One of the most distinguished gentlemen in the industry, Mark F. Ethridge has 
been named recipient of one of its most distinguished honors, the NARTB Keynote 
Award. As a result, he will be keynote speaker this May at the annual convention. 
Mr. Ethridge, who entered the first world war as a Seaman and emerged an Ensign, has 
maintained an even more impressive record in his profession. Today, he is vice presi- 
dent and publisher of the respected Courier-Journal and The Louisville Times. He is also, 
incidentally, vice president of WHAS-TV-AM, same city. A man whose energy carries him 
beyond obligation to duty, Mr. Ethridge has given industrial service as president of the 
reorganized National Assn. of Broadcasters; federal service on various presidential 
committees, and international service on U.N. commissions in Palestine and Greece. 





After serving as executive assistant to general manager Roger W. Clipp for the past 
two years, George A. Koehler has been named station manager for WFIL-Tv-AM Phila- 
delphia, a new post for the radio outlet. Mr. Koehler’s career has grown with the sta- 
tions. He joined the WFIL special events staff after winning a college degree in journal- 
ism from the University of Pennsylvania and a captaincy from the U.S. Army Air 
Force. Within a few years, he was named director of advertising and promotion, then 
radi» sales director for wFiL. George Koehler has taken an active part in virtually every 
phase of the stations’ operations, is closely identified with the du Pont Award-winning 
University of the Air series. A resident of Collingswood, N. J., he is married and the 
father of two sons, Eric, 8, and Gary, 6. 





As if it weren’t enough to be business coordinator and assistant to the vice president, 
Western Division, American Broadcasting Co., Selig J. Seligman has also been named 
acting manager of KABCc-TV (Channel 7) Los Angeles. But doing a big job—and doing 
it well—isn’t new to Mr. Seligman. In college, he steamed through New York Univer- 
sity a Phi Bete, only to lope through an M.A. and Ph. D. at Harvard cum laude. 
After graduation in 1941, he served as branch counsel on the War Production Board 
for two years, then left for 20 months overseas service with the Signal Intelligence 
Corps. After the war, he remained in Europe as a prosecuting attorney with the late 
Justice Robert Jackson; assignment: The Nuremberg War Trials. When Seligman re- 
turned to America, he became a State Department attorney for a one year term. 





Linus Travers, whose name sometime; seems synonymous with New England ad- 
vertising, has resigned as executive vice president and general manager of the Yankee 
Network where he’s been giving his dictation for the past ten years. His reason is to 
take over a new office, that of Executive Assistant to John C. Dowd, president of John 
C. Dowd Inc., Boston, and of Dowd, Redfield & Johnstone Inc., New York. Broad- 
casting and advertising have always fitted Mr. T. to a T. He’s been in radio, for instance, 
ever since he left Brown, and his more rezent perches have been way at the top of 
the tree as vice president of General Teleradio and board member of the Mutual Net- 
work. Tv-wise, he’s guided wnac-tv Boston since 1948. Travers is a Rhode Island 
native and belongs to more darned clubs than you can shake a caddy at. 





“Frankly irked by the incomplete thinking and unproved charges of television’s 
detractors, the author takes a long and steady look at the facts.” That’s how the pub- 
lishers (Funk & Wagnalls) describe the latest book (Clear Channels: Television and the 
American People) by Max Wylie. And right after writing the book Mr. Wylie added 
to his long list of titles by becoming editor of Omnibus for the Ford Foundation. He has 
also been a professor, at India’s University of Punjab; a staff writer, at Tine: a pro- 
ducer, at CBS; a founder, of the Radio Writing Dept. at N.Y.U.; a program creator 
at Chicago and New York ad agencies, and the author of many articles, texts, novels 
end plays. Max Wylie and his wife, Isabel, are the parents of two teen-age daughters, live 
in Manhattan and, in the great seas of the'r spare time, like to take ocean trips. 
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Wash. Memo (Cont'd from page 76) 


much notice has been paid to the fact 
that there have been 27 vhf permits 
withdrawn. Considering the high value 
usually attached to vhf channels, this 
little bit of intelligence might seem 
surprising. 

Analysis reveals, however, that the 
vhf permits surrendered are for chan- 
nels assigned to communities found 
not large enough to support tv sta- 
tions, at least without network facili- 
ties. In some cases the dropouts are 
from towns receiving network pro- 
grams from larger stations in nearby 
cities. 

There are quite a few such channels 
going begging. The FCC allocated 
commercial v's in about 60 markets 
hardly likely to support stations. Most 
of them are in the wide open spaces of 
ihe west; places like Monahans and 
Alpine in Texas; Vernal and Cedar 
City in Nevada; Riverton 
and Rock Springs in Wyoming; Elko, 
Goldfield and Winnemucca in Nevada: 
Caldwell, and Sand- 
point in Idaho; and Havre, Helena 
and Miles City in Montana. 

Only one out of the nine vhf assign- 


Rawlins, 


Coeur d’Alene 


ments in Wyoming is in use or applied 
for. Ten of the 13 v’s assigned to 
Nevada are going begging. There are 
eight vhf channels laying idle in Idaho 
and 12 in Montana. 


MAIL RATINGS. There are a num- 
ber of places presently beyond the 
reach of the coaxial cable which are 
able to or will be able to support sta- 
tions. Most of these are in the west. 
One such place is Missoula, Mont., 
where KGVO-TV, owned by A. J. Mos- 
by, operates from an antenna atop a 
7,000 ft. mountain and throws a sig- 
nal out a hundred miles. The station 
kas all four networks, telecasting, of 
course, by kinescope or film. 

In town the other day, Mr. Mosby 
was telling about his operation. Until 
KGVO-TV went on the air last July, he 
said, there were no sets in the whole 
of western Montana, except for a few 
brought in by people who came from 
tv areas. Now, there are over 17,000. 
Because his service area is so large and 
the population so scattered, he related, 
ii’s impractical to determine audience 
through a rating service. But Mr. Mos- 
by knows he has v'ewers. He gets let- 
ters. Like in the old days of radio. 
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ART4VIDEART 


TITLES — ANIMATION — ID’‘S 
TELOPS — FLIP CARDS 
COLOR or B&W — 16 or 35MM 


343 LEXINGTON AVE. VIDEART 


NEW YORK 16, N.Y. 
LExington 2:7378-9 \@ircuee, 














CAMERA SUPPLIES 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


Cy Amera uipment (O. 


1600 Rroadway. New York City 
JUdsen 6-1420 











COMMERCIAL PRODUCERS 


FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 














CONSULTANTS 


Wilkam 3. Scripps Alene. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 














Sales » Service - Rentals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept. E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N.Y. — Circle 6-0348 














FILM EQUIPMENT & PROCESSING 
* Quiet * Roll ’em 


eACTION! 


—— Equipment for the movie — 
— and Television Producer — 


The CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 


RENT = BUY 


| TV Stations find everything here for | 








Pp c. P 9, g and 
editing motion picture films! No need te 
shop around—we have it—just ask us. 


$.0.S. Cinema Supply Corp. 
Dept. TA, 602 W. 52nd St.. N.Y.C. — Cable: SOSOUND 





LIGHTING 


for your LIGHTING needs, eall 


Century oLighting , 


521 West 43rd Strect 
New York 36, N.Y. 
CHickering 4-7050 














MUSICAL COMMERCIALS 


phil davis 


rin enterprises 





‘distinctive musical 
commercials” 


1650 BROADWAY ®@ N. Y. 19, N.Y. 
COlumbus 5-8148 


Brochure on request 
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Please insert my advertising 
message in your “Service Di- 
rectory.” 
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For our many loyal readers (es- 
pecially Ed Kobak) who look to In 
Camera for the latest on the JD-MM- 
tv triangle; we report: For several 
days during Marilyn M.’s stay in New 
York she had a cold. Joe D. spent al- 
mest all of that time with her, serving 
her hot soup as they watched tv. 


* * * 


Buying time: Ann Janowicz, the 
Ogilvy, Benson & Mather timebuyer, 
we have learned, has requested availa- 
bilities from her brothers. She’s ready 
for a renewal on the mink coat they 
bought her four years ago. 

e u + 

The sudden change of account ex- 
ecutives at the Kremlin caused script 
repercussions in the Broadway musi- 
cal, Silk Stockings, a satire on Rus- 
sian life. Before the Soviet switch, two 
framed portraits of Malenkov were 
hung on the stage and there were four 
references io him in the script. When 
Georgi M. resigned, all this had to be 
changed. Co-producer of the musical, 
Ernest Martin, once a CBS top ranking 
deputy, said: 

“We came to the conclusion that 
Premier Bulganin’s chances of out- 
lasting our show were 8 to 5 against. 
Originally our script had references 
to Stalin. When he died we substituted 
Malenkov. We just couldn’t afford to 
gamble on those guys anymore. So we 
edited out all references to the Premier 
and we exchanged the Malenkov por- 
traits for portraits of Lenin. We feel 
we can be absolutely sure about him!” 


* * a 


The new magazine of history, 
Amierican Heritage, is a beaut. If it 
keeps up the handsome and informa- 
tive pace of the first two issues, it can 
well become the TELEVISION AGE of its 
field. In the debut edition, there’s a 
recorded conversation of the famed 
and fortuned ad man, Albert Davis 
Lasker. This alone makes the dozen- 
bucks - for - a - half - dozen - issues- 
per - annum worth every cent of the 
expense account. Mr. Lasker tells that 
he started out to become a newspaper 
man, but to satisfy his father who 
thought advertising more respectable, 
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he went to work at Lord & Thomas in 
Chicago in 1898 on a three-month trial 
basis. While learning the ropes, he got 
into an office crap game and lost $500 
which he didn’t happen to have. Lord’s 
partner, Thomas, advanced young Al- 
bert the money to pay off his co- 
Lasker stayed with the 
agency at a $10 per week salary to 
work out the $500 and ended up con- 


gambler. 


trolling it, owning it and making more 
money from and exerting more in- 
fluence on advertising than any man 
who ever lived. Said Mr. Lasker: “It 
really was in our office—as a result of 
a crap game—that modern advertising 
was born.” 
No comment. 

















The blue network: Tv viewers in 
Colchester, England were startled out 
of their teacups one night by a string 
of the rawest jokes ever heard on the 
staid channels of the BBC. A shocked 
BBC official said tv sets picked up 
cross-talk from walkie-talkies being 
used by troops on manuevers in the 
area. “Steps are being taken to have 
the situation remedied,” he said. 

as * * 

What’s in a name? Hamburger Co. 
(Chicago) makes wine (Sheranova) 
.. . At J. Walter Thompson, Chicago, 
Tee V. Watson is a timebuyer. . . . A 
writer in the New York office of 





BBDO’s public relations devartment is 
named Electra Bilmazes. 
a * oom 

All roads lead to Madison Avenue: 
Two recent entrees in our neighbor- 
ing department, In the Picture, have 
been named Toigo—John, executive 
v. p. of Biow-Beirn-Toigo (Dec. °54) 
and Adolph J., president of Lennen & 
Newell (Feb. °55). And since they also 
share school ties—University of Chi- 
cago—we asked our office genealogist 
to find out if there are any family ties 
betwixt. Here is the o. g.’s report: 
“The Toigo’s are first cousins. Are 
only members of Toigo clan ever to 
leave small mining town of Benld, Pa. 
Town named after mine owner Ben L. 
Duffy. Am still investigating whether 
latter is related to Ben BBDO Duffy.” 

* * 3b 

Two points of viewing: In London, 
the British Broadcasting Corp. fired 
bosomy television announcer, Avis 
Scott. A Corporation spokesman (the 
cad) said Miss Scott's personality was 
not suitable for BBC announcing style. 
“There’s something about Avis that 
always overshadowed what she was 
trying to say,” he explained. “She was 
too gay, too bubbly, too breezy al- 
together for the warm and friendly 
medium of television.” 

But cast-out Avis had a different 
version for newsmen and photograph- 
ers. She drew a deep breath as cameras 
clicked and she explained: “My per- 
sonality is apparently too strong for 
their new policy. The idea was to con- 
centrate attention more on the pro- 
grams and not distract viewers by 
making any sort of impression. 1 knew 
that I was just a little too, too sexy for 
the job.” 

* * a 
Radio and 
Television Correspondents Association 
Banquet in Washington, a fellow we 
know asked CBS vice president Lester 
Gottlieb what he thought of the much- 
stretched out show featuring Eddie 


Following the recent 


_ Fisher, Danny Thomas and other star 


acts. “It was great,” Lester said. “Ex- 
cept it shou!dn’t have been handled by 
that Chinese producer, On Too Long.” 
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SUPERIOR SALES POTENTIAL 


Sales Figures Reported by.. Oaks Managemen 


Based on 1953 Retail 


OF the Nation's 100 Metropolitan County areas, 
Wilkes-Barre, Luzerne County ranked 65th... . 
Scranton, Lackawanna County 99th... . yet 
the combined retail sales of these two major 
Pennsylvania markets covered by WBRE-TV, ex- 
ceeded those of the Nation's 4Q#]hp retail sales 


market, San Bernardino, California. 


In addition to this impressive fact, WBRE-TV with 


AN Q@ OC Basie Buy! 


a million watts covers J of the 67 counties in 
Pennsylvania, having a combined retail sales 
equivalent to the Nation's I 2B kp market, Balti- 
more, Md. 


WBRE-TV is the "POWERHOUSE" of Northeast- 
serving over *225,000 
sets with the most powerful programming . . . . 


ern Pennsylvania... . 


local, regional and national ! 


*RETMA RATING 12-31-54 


-1TV Ch. 28 Wilkes-Barre, Pa. 


National Representative 


The Headley-Reed Co. 
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Just how much advertising 
ground is covered by Kansas City’s 
most powerful television signal? 
Here's a sample: 


Two weeks after going full power with 

its “tall tower,’ KMBC-TV began a pro- 
motion to distribute 5,000 free copies of 
“Wee Wisdom,” a character-building maga- 
zine for children. The giveaway was pre- 
sented “live” on three local shows—Bea 
Johnson's “Happy Home”; “Comiclub” 

and “Commander 9.” 


The predicted KMBC-TV 0.1 millivolt 

coverage map (as plotted by the engineers ) 

had a radius of 75 to 85 miles in all directions 

from Kansas City—to include 24 counties in 

Missouri and 19 counties in Kansas. There are 

466,136 TV sets in this area. Actual coverage was 
proved to be 53 counties in Missouri and 40 counties 

in Kansas, double the expected number—from which 
came 10,459 requests for “Wee Wisdom”—iwice 

the expected response! Consistent returns came from 25 
miles beyond the 0.1 millivolt contour; and, in some 
cases, as far as 75 miles. Scattered returns were from 100 
to 300 miles—one was from 700 miles away! 


Your Free & Peters Colonel has a copy of this proof-of-mail- 
pull map. It’s worth studying. 


KMBC-TV 


Kansas City’s Most Powerful TV Station 
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Free « Peters, Inc. 
Exclusive National Representatives 
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